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New JOBS and WAGES 


Significant Changes in Occupations Influence Footwear 


HERE were in the automobile industry alone 

2,450,000 men engaged in service, other than man- 

ufacture, in the year 1927. This was an increase 
of 758,000. What changes in types of footwear will 
these men demand for their new jobs in the service 
end of the automotive industry? There are changes in 
types of shoes to fit into new occupational uses, as evi- 
denced in a study which the BOOT AND SHOE RECORDER 
has made. 

For example, between 1925 and 1927 there has been 
a decrease of 800,000 people in the agricultural indus- 
try. Statistically 
speaking, the in- 
crease of 758,000 
people at work in 
the automotive in- 
dustries would indi- 
cate that the boy 
came off the farm to 
work in the auto- 
mobile field. He 
threw away his 
farm shoes and took 
in their place ordi- 
Mary, every day 
shoes, because his 
new labors did not 
réquire the weight 
and substance of 
shoes necessary for 
farm work. 

The decrease be- 
tween 1925 and 1927 
in people at work 
in manufacturing 
enterprises was even 
greater, for 917,000 
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In 1905 we took a good shoe of that period (factory cost $2.30), selling at 


retail at the universaily popular price of $3.50 
The materials and types of shoe have been kept 


as near constant as is possible during all these years so that our measuring 
stick of values might have fixed points of comparison. 
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occupations. The increase between 1920 and 1927 in 
domestic and personal service, hotels, restaurants, bar- 
ber shops, hairdressers and manicurists was 694,000 
people, and dentists, teachers and lawyers (in the pro- 
fessional and semi-professional occupations) show an in- 
crease of 232,000. This illustrates quite clearly a change 
in occupational use of footwear, as evidenced by reliable 
statistics from the Department of Commerce. 

The decrease between 1920 and 1927 in workers on 
railroads and in general transportation and communica- 
tion work was 213,000, indicating, perhaps, that the 
pioneering required 
in putting these 
public utilities into 
operation is over, 
and that now fewer 
people are needed 
for maintenance. 

Take a look at 
the tremendous in- 
crease in government 
service between 1920 
and 1927 in all its 
branches, under the 
civil service, mili- 
tary and naval occu- 
pations. The total 
increase in this di- 
vision of govern- 
ment service alone 
is 442,000 over the 
year 1920. 

The __ businesses 
that have shown the 
greatest increase in 
workers between 
1920 and 1927 are 
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Firry Hours 


and 


Fifteen Dollars 


Jerry West, of Worcester, Builds His Own 


Unit Trims and Tells You How 
to Do Likewise 


ERE’S the story of how Jerry 

West, manager of the Wor- 

cester, Mass., Walk-Over store, 
started to build his own window 
trims. He can build three absolutely different sales- 
stimulating displays for what one ordinary setting will 
cost. The one pictured here cost about $15 in cash 
money and fifty hours of time—but it was worth it. 
Experience has shown many short cuts which he tells 
about. 

To be away from any interruptions while we talked 
we went down in the cellar, for there is the workshop 
and think-room of Mr. West and his energetic assis- 
tant, Myron Sampson. 

“If you were from the home office, the first thing 
you would advise would be for me to clean my base- 
ment,” Jerry said, when we reached that place. To 
his credit, however, let it be recorded that before we 
left there that morning said basement was as spic and 
span as a prim New England kitchen. 

At the front end of the basement where the day- 
light from the street sifts in, in pretty fair quantities, 
he pointed out and started to explain an object that 
had already caught my eye. It was a roughly fash- 
ioned, yet accurate dummy of the windows. In front 
of this was a table littered with brushes, paints, tools, 
etc., a typical workshop scene. 

With this setting as a background, and with very 
little prompting the whys and hows of his success-in 
doping out unusual windows having a direct sales ap- 


By Harry R. TERHUNE 
Field Editor 


peal, unfolded themselves. 

West’s main thought is to get away 
from the deadly, ordinary “run of the 
mill windows” one sees most every- 
where; to create windows unusual yet not too crazy, 
that will sell more shoes; and, with true Yankee thrift 
to keep the cost down to a reasonable figure. 

“Store windows to be interesting must necessarily 
have unusual geometrical angles,” he reasons. While 
these make the looking easier, they also make the trim 
ming harder. In this particular window we have only 
one right angle out of six. Those who have trimmed 
windows fully appreciate the full meaning of this. So, 
some time ago an exact reproduction of our windows 
was built in the basement. To get the exact propor- 
tions of this window it was necessary to lay heavy 
papers on the floor of the real window, stick them 
together so the papers would be all one piece, then to 
cut out the pattern by following along the edges. This 
pattern was the model for the basement dummy. 

“While this dummy is only of rough boards, it serves 
the purpose of helping us study the trims so as to get 
the utmost out of them. It is much better to try out 
different effects in color combinations, and the placing 
of the fixtures during some unhurried moments, than 
to experiment in the rush that happens most every 
time the windows are changed. Supposing a couple of 
us do spend several hours in doping out and arranging 
the props previous to the actual act of trimming, the 
results always justify the time spent. 
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“Late this Spring, when sauntering up Broadway 
one evening, with windows the farthest.from my mind, 
I was at least 100 yards from the Sachs Herald Square 
store when one window caught my eye. It was the 
striking background, coupled with the odd shaped fix- 
tures that made me do the Rube act for fair. ‘There’s 
my next window’ was the thought that was soon trans- 
lated into action, as the accompanying photograph 
testifies. 

“A few rough sketches were made on the spot, then 
a Worcester girl who is studying art in New York 
made detailed drawings. From these sketches many 
adaptations came. It is interesting to see the many 
objects one can fashion when in the swing of things. 
We found it necessary to make accurate scale draw- 
ings of all models before attempting to saw them out. 
For anyone trying out this stunt, tnis is something 
well worth remembering. 

“All the fixtures we have made so far are of good 
wall board, the kind which comes with one side all 
sized. By having one smooth side, this particular kind 
will require only one coat of paint in the finishing. 
Light wood is used in fashioning the tops. All the fix- 
tures were cut out with a straight saw, though if one 
has a jig saw with an 18-inch swing, I believe it would 
help considerably. The total cost of all these fixtures 
is surprisingly small in material used but surprisingly 
large in time consumed. The fixtures shown in the 
photo represent a cash outlay of about $15 and a time 
outlay of 50 hours. 

“Many short cuts have been found since the first 


attempt, such as using a small air gun in painting, 
the finished kind of wall board and the knack of doing 
the job. 

“If anyone is not fairly handy with tools, does not 
like to work around making things, and is simply try- 
ing to save some money in making their fixtures, I 
believe they will be much better off in buying their 
needs rather than in messing around. 

“One big advantage in using the futuristic trims is 
in one’s ability to build totally different windows each 
week with little or no expense after the first outlay. 
If it is decided that the color scheme is O.K. for an- 
other week, just the grouping of the pedestals in a 
different way will change the entire effect. All these 
pedestals, by the way, are separate units, so a store 
needs to have plenty of these on hand. They are very 
easy to make, too. The heights should vary greatly, 
from six inches up to three or four feet. g~We get as 
much fun in placing these skyscraper units as a kid 
does in playing with his building blocks. 

“A few hours in repainting the set or some parts of 
the set will allow for a complete change. Having some 
reserve units will help greatly, too. It will cost about 
$100 to make three complete individual sets that should 
prove extremely effective in attracting the favorable 
attention of passersby. That these sets are inter- 
changeable is a very great factor in their favor, for 
with occasional paintings one will have enough fixtures 
to make at least fifty entirely different trims. 

“Last Fall we spent $100 on some curtains and floor 
coverings, an expense which seemed justified at the 

[TURN TO PAGE 34, PLEASE] 
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Getting More Shoes Sold Right 


CuIcaco 


Campaign Launched 


IX weeks from now the big guns of publicity 
will be trained on the men of America. By its 
leadership of thought industry hopes men will soon 
pay more attention to their shoes. In this issue we 
give a complete picture of the launching of the 
Men’s Shoe Campaign. The ship of industry goes 
down the ways bearing the hopes of merchants, 
manufacturers and all of the friends in industry 
who have a hand in the making and merchandising 
of men’s shoes. 

The canipaign itself is well built. It has six 
strong ribs, stated in the form of axioms, that will 
bear it a long distance into the tide of popular man 
favor. Man feels uncomfortable when he is incor- 
rectly garbed. No human is more conscious of an 
error in a tuxedo, collar, tie or stud than a man. 
The same sub-conscious feeling of being incorrect 
in foot-dress will come in time. It certainly is well 
that the campaign is launched with such a happy 
selection of mind pictures on what a well-dressed 
man should wear. 

Naturally the campaign had to have a slogan and 
the one selected, “Shoes Mark The Man,” will grow 
in favor as it is reiterated. 

Through repetition this campaign can do its 
greatest work. The amount of money expended by 
the campaign committee alone can not do all of 
the work. The official campaign keynotes the meth- 
od for all hands to pull together. Every store in 
America selling men’s shoes can learn how to sell 
more pairs by sailing along in the same direction. 
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Every shoe store, therefore, becomes one of the 
wide-flung points of contact with the public to em- 
phasize and reemphasize the message of an added 
pair of shoes sold per person this year. 

It is well for every store selling men’s shoes to 
take the keynotes of this issue and begin to plan lo- 
cal campaigns to dove-tail with the national pub- 
licity of Sept. 22. A man’s shoe week should be de- 
clared officially or unofficially at that time. The 
first step in that direction is best made by having 
every shoe man to wear a new pair of shoes that 
week. The store should take a little bit of the 
lesson of dress-up to itself at that time. 

The campaign starts and the increasing progress 
of the campaign depends on how thoroughly the 
merchant, the manufacturer and all the friends of 
the men’s shoe industry join in to make it an 
overwhelming success. 


Torrid Season Profits 


HE shoe industry continues to throw away 

July and August, the two spendingest months 
of the year for seasonable attire. In midsummer 
there is a complete unity of demand. Hot weather 
footwear is wanted the country over. 

The shoe merchandising industry is habit bound. 
For generations the habit has been to sell at a 
profit summer shoes before July 1 and stage a clear- 
ance after. Last year those merchants who held 
on to their summer goods even into September 
made money. This year the merchant who holds 
on to summer goods into August will make the 
most money. 

Why not paste up in front of you an account of 
the experience of this season, so that you won't 
make the same errors next season? The public 
wants what it wants when it wants it. It is an 
error for a merchant to give to the public what it 
wants at less than a profit when the public has the 
money and will pay the price. 

There are certain lessons learned in each season 
that are worth remembering when trade jumps 
over a winter and thinks again of a new spring. 
Industry needs such reminders, so that it will not 
make the error that the Government made when it 
had everything in its records to prove the error of 
its ways. For an example, let’s go back as far as 
1878 when the Government tried heavy army shoes, 
screw fastened. Hundreds of soldiers got frozen 
feet, because the metal conducted the cold, so that 
frost points studded the insoles of shoes. The same 
types of shoes were built for world war service 
forty years later, proving that governments also 
forget lessons of the past. 

Industry should not.forget present experiences 
in colors, the acceptance of new fabrics and mate- 
rials, and the possibilities of summer shoes. Many 
a store wishes now that it had a larger stock of hot 
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weather footwear, for a public that won’t buy 
clearance goods may buy summer goods. Let’s 


look ahead to the possibilities of a torrid summer 
in 1929, not forgetting that there is a real profit 
in these typically summer shoes that you own— 
clearance is always the last measure for stock dis- 
posal—so get the profitable business NOW. 


Fall’s First Sales 


ORE children are going back to school in 

September than ever before in the history 
of education. Labor Day, coming as it does on 
Sept. 3, any many schools opening up on the 5th, 
serves to shorten the summer and lengthen the 
school year. 

Whatever the weather, we can expect a little 
more interest in dress and footwear the minute 
school begins. Start your plans now to get the 
jump on the early school business. There is an 
opportunity for the lighter weight shoe to start the 
fall season, so that by mid-October there is a sound 
sale for sturdy school shoes. 

School shoes are not for utility alone—they must 
have a style feeling to make them of real interest 
to children. Progress made in the styling of chil- 
dren’s shoes has been remarkable. The natural 
shapes of children’s feet have been retained in the 
smaller sizes, but there 
has been noted of late a 
backward movement in 
junior misses’ and 
misses’ footwear. 

Too many little girls 
are wearing too high 
heels and too pointed 
toes. These little girls 
want smartness of style 
—let the foot bend 
where it may. There is 
need of a great2r shoe 
fitting interest on the 
part of shoe stores in 
junior misses’ and jun- 
ior boys’ footwear, and 
the caution is now given 
that style has gone a 
little too far in influenc- 
ing heights of heels 
and shapes of toes. It 
rests with the shoe man 
to stand firm on the 
requisite measurements 
and volume within the 
shoe to properly hold 
the growing foot. Style 
may have its place, and 
it can be brought to 
play upon juvenile foot- 
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voice of authority. 


vantage and profit. 


* “— 
The ‘Reason Why 


THE JONES STORE CO. 
Kansas City, Mo. 


In your recent issue of the RECORDER you pub- 
lished on pages 56 to 61, inclusive, “Fashion’s Work 
Sheet,” compiled by Madame Hamilton Jeffries. We 
would like, if possible, to obtain 12 copies of these 
sheets, so that we may use them in our shoe depart- 


Yours very truly, 
THE JONES STORE CO. 


RECORDER editorials endeavor to speak with a 


Our staff of merchandising, economic, and 
fashion editors is the largest of any business pub- 
lication in the shoe world. 

Many successful concerns, such as The Jones 
Store Company, study the Recorper to their ad- 
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wear without injury to the foot. We hope to see 
greater progress in this direction when the fall 
season opens. 


“Want to Know” 


E have noticed this summer a great increase 

in requests from all sorts of sources for defi- 
nite shoe information. School teachers in every 
part of the country have been asking for funda- 
mental knowledge on shoes, their fit, their making 
and their materials. So unusual has our experience 
been that we intepret it as significant of a new 
trend in the mind of the public. 

Do we realize that a new generation of over 
8,000,000 boys and girls of high school education 
are stepping into useful life each year? Have they 
a hunger for that fundamental information about 
the things they wear, and the things they use that 
industry should be only too glad to furnish? 

Our work is entirely a good will service and we 
render it gladly. Some of the requests are extreme- 
ly difficult to answer, for young men and women in 
college often virtually ask us to prepare their 
theses. We don’t go that far but we make it a point 
to extend to them every available source of infor- 
mation because the greater the spread of real 
knowledge of shoes the better the public appre- 

ciation thereof. 

- Recently we have 
prepared for the great 
encyclopedias those in- 
dustrial subjects per- 
taining to shoes and 
leather, and we ac- 
knowledge the great 
helpfulness of authori- 
ties within the trade 
who have given time 
and experience in help- 
ful preparation of these 
technica] articles. 

All of this extra in- 
dustrial education, we 
° believe, has a place and 
purpose in the better- 
ment of industry. It is 
one of the penalties of 
publishing leadership 
that we render this ser- 
vice, but we are glad to 
do it for the more ap- 
preciation of shoes as 
works of art and crafts- 
manship—the better. 

The public is entitled 
to know the facts about 
merchandise _it 
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On cards like this Mr. Sangelier keeps a compiete 

record of the business done with each customer. 

Of extreme importance is the “Source” heading, as 

it tells him whether it was his windows or his news- 

paper advertising which did the trick, or whethe 

the customer was sent in by another, satisfied 
customer 


| tracing Trade 7%, Source 


Here’s a Man Who Increases Sales by Finding 
Out and Recording Why Each Customer 
Came to Him in the First Place 


in to one’s store usually leads to some inter- 

esting data. Joseph L. Sangelier of the Thirty- 
seventh Street Arch Preserver store (New York City) 
has discovered that more than 50 per cent of his new 
customers come from personal recommendations of his 
old customers. 

Many small-town merchants think that a shoe store 
just off Fifth Avenue depends on transient trade wholly 
—that such a store is a cold-blooded proposition intent 
on making just one sale to a person. 

That premise is 100 per cent wrong. 
85 per cent of the business is 


A i YRACING the reason why a new customer comes 


In this store 


will take care of itself.” 

Now that he has told why one customer sends an- 
other, perhaps it will be well to see how the customer 
record is kept, as Mr. Sangelier has incorporated sev- 
eral unusual things into these record cards. 

Big cards, five by eight inches, are used, for a goodly 
number of sales are to be recorded on each card. The 
usual space is the left hand corner for the name and 
address. To the right the head “Source” means “just 
why did this customer enter the store? Was the 
reason due to the windows, newspaper advertising, or 
from being sent in by some old satisfied customer?” 

During the course of the 





on repeat trade. How many 


7 sale each fitter deftly gets the 


small stores can boast of hold- 
ing their trade as well? 
The reason for this big per- 
centage of return customers, 
according to Mr. Sangelier, is 
the painstaking fitting serv- 
ice his assistants render. In- 
struction to this fitters (he 
has no salesmen; they are all 
fitters) being “I want you to 
sell shoes right, regardless of 
how long it takes. Shoes 
going out must be fitted ab- 
solutely correctly. Never 
mind about big books. If the 
fitting is perfect, the volume 
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DATE 
ORDERED 
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MARK FOR 
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DATE CUSTOMER 
NOTIFIED 





REMARKS 

















This “Customer Procure” card is used when a 
special order is put into the factory or the 


in-stock department 


required information without 
making an issue of it. In 
fact it is seldom that the cus- 
tomers realize they are being 
queried. This knowledge is 
put on the sales check and 
later copied on the card, as 
the rest of the transaction is 
transcribed. 

Through this means the 
management can trace defi- 
nitely the reasons that actu- 
ate the buying of. shoes in 
this store, and so can plan 
future sales campaign much 
more intelligently. 
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Wisconsin to Remain 


Independent 


State Convention Unanimously Rejects Invitation to Join With Iowa and 


Northwest in Big Regional eAssociation. Old Officers 
Reelected at -NGlwaukee Gathering 


AIR attendance characterized the fifteenth annual 

DP ccna of the Wisconsin Shoe Retailers Asso- 

ciation last week in Milwaukee’s model auditorium, 
which once housed a gathering of the national body. 

Some fifty well-known manufacturers and wholesalers 
lent their support to the Milwaukee meeting by install- 
ing booth displays of their merchandise and service. 
Manager James H. Stone of the National Shoe Retail- 
ers’ Association, addressed the opening session Tuesday, 
describing what he termed “the complex nature of 
the distribution of shoes.” 

“The retail shoe trade,” said Mr. Stone, “doesn’t 
enjoy the confidence of the public which I, for one, 
would like to see.” He stated that the chain store is 
not a menace if the retail trade subscribes to the new 
ideas of business development. 

Walter J. Booth, Wisconsin manufacturer of men’s 
shoes, presented the delegates present with an interest- 
ing and valuable description of those merchandising 
principles which make for success in wholesale dis- 
tribution with their application to retail merchandis- 
ing. 

At the close of his constructive talk, Mr. Booth 
electrified his hearers with the announcement 
that the proposed Milwaukee merger of shoe 
manufacturers had been definitely dropped. 

Secretary Chase M. Smith of the National Retailers’ 
Mutual Insurance Company, delivered an informative 
delineation of modern insurance problems, and illus- 
trated the material savings in premium payments 
effected for retail shoe merchants during recent years 
by his company in its cooperation with Wisconsin and 
other State associations of shoe men. 

General Manager Richard Sheerington, of the 
Schieffele division of The United States Shoe Company, 
spoke well on optimism, and the need for it in our 
industry. He emphasized his belief that the shoe busi- 
hess will hardly improve during the next few years, 
but described the possibilities for retail merchants to 
improve conditions individually by intelligent efforts. 

The Wisconsin members listened respectfully while 
Secretary Langenberg read the following telegram from 
National President A. H. Geuting: 

“As a grandson of a Wisconsin pioneer, and owing 
my education to your great State, I greet you as fel- 
low shoemen, and trust your convention will inspire 


you to greater efforts toward the unification of the 
shoe business in all its branches, for greater success, 
prosperity and service to the consumer. 


“Abandon price psychology. It is a blow 
below the belt. The varying costs of raw ma- 
terials, production and overhead in retailing 
make set prices unscientific, and to promise the 
impossible is a cheat. To do business without 
a profit is immoral. The science of business 
wants no traffic with unsuccessful men.” 


“IT look to Wisconsin to advocate these principles, to 
fight for them, organize for them, and teach their adop- 
tion. The more prosperous our merchants are, the 
better they will serve the public, and the waste of 
bankruptcy and failures, as well as of ill-selected and 
misfitted shoes, will be avoided.” 

The Wisconsin convention received a cordial invita- 
tion from O. J. Benton of Austin, Minn., President of 
the Northwestern Shoe Retailers’ Association, to merge 
with the Iowa and Northwestern associations in a 
regional association along lines prompted by the 
National Shoe Retailers Association. 

Mr. Benton stated that it is his purpose to call an 
early meeting of committees of the several associations 
in the near Northwest, the meeting to be held at Mason 
City, Iowa, as a central point, and Wisconsin men were 
invited to send a committee following their adoption 
of the regional merger plan. 

In the discussion which this letter precipitated, Secre- 
tary Langenberg voiced an emphatic protest against 
this proposal of the N. S. R. A. and advocated the 
preservation of the independence which he declared 
has always characterized the Wisconsin Shoe Retailers 
Association. Similar sentiments were expressed by 
other members and following a viva voce vote President 
Muckle announced the proposal unanimously defeated. 

Three hundred merchants, travelers, and their ladies 
attended a delightful banquet Wednesday evening, fea- 
tured by post prandial talks, and a style show delineat- 
ing fall styles, staged under the painstaking direction 
of Irving J. Telling of the Rich Shoe Company. 

Officers reelected for the ensuing year are, W. J. 
Muckle, president; B. J. Firedl, vice-president; Eugene 
Meyer, second vice-president; J. B. Langenberg, secre- 
tary and treasurer. 
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New JOBS and WAGES} 


In radio, 20,000; electric refrigeration, 10,000; oil 
heating apparatus, 96,000; insurance agents, 8000; and _ in all fields? Here is a general BOOT AND SHOE Re- 
mail order houses, 150,000. The only industries that 


See Page 1 of this Article 


(Continued from page 27) 


show increases which indicate hard manual labor (and _ wear use: 


even here manual labor has been softened greatly by 
machinery) are construction, with 100,000 more work- 
ers; electric light and power, 53,000 workers; telephone, 
66,000; and telegraph and cable, 7000. 

These figures collected by us, and not previously 
published, indicate that workers released from manu- 
facturing and agricultural production have definitely 
gone into the service of supplies. 
a decrease in labor in many lines and a decided in- 
crease in the number of service organizations. 

A study of the foregoing is of great importance to 


Also, that there is 


essential addition to life. 





What is the best advice that can be offered workers 
CORDER statement that holds true for everybody’s fuvot- 


Buy the best shoe that can be afforded and then take 
care of it after it is bought, provided, however, that 
the service in fitting has been in keeping with the price. 
No article of wearing apparel reveals its cheapiess 
with the readiness of footwear—and no article of 
wearing apparel is more slandered by the modifying 
explanation, “Well, what could you expect at the price?” 

The necessities of life are narrow and limited. We 
must have them, if only to be permitted to ask for 
“More!” Fashion may be a luxury, but it is a very 
The shoe today, whatever its 


the merchant of shoes, particularly men’s shoes. We _ price, is tremendously more economical in price and 


have determined by field study that the purchase of 
shoes comes out of wage envelopes, and now we find 
the change in occupations indicating a change in foot- 


wear needs. As has been previously stated, there are article of apparel, 


indications all over the country that wage incomes are 
increasing, due to the increased hours of operation. 
With the increase of wages there may be expected an 
’ increased appreciation of footwear, and perhaps in the 
quality of footwear. The actual government summary 


on wages is as follows: 


“Since 1922 there has been a steady increase in wages 
per hour until in 1926 wages were 129 per cent higher 


than in the pre-war year 
1913. Similar summari- 
zations for 1927 are not 
as yet available. 


$6 HILE wages were 

high in 1920, so 
was cost of living. In 1920, 
cost of living was 109 per 
cent higher than in 1913, 
but because of the higher 
wages the worker was 
still 12.2 per cent better 
off’ in his living than he 
was in 1913. In other 
words, his hourly wages 
would buy 12.2 per cent 
more of the necessities of 
life than in 1913. 

“Cost of living dropped 
in 1921 and in 1922 and 
rose comparatively little 
up to 1926. In 1926, with 
wages per hour 129 per 
cent higher than in 1913, 
cost of living was only 75 
per cent higher than in 
1913. Thus, in 1926, for 
his hour of work the 
worker could buy 30.7 




















: V7 7 4 
They Want to K now 


Merchants ask us where to buy shoes and 
other store merchandise. In this space we 
list the following typical inquiries: 


H-1359 Wants women’s McKays, retailing at $4.95. 

H-1360 Wants “Holdfast” buckle holders. 

H-1361 Wants women’s arch support shoes retail- 
ing $7, to $7.50. 

H-1362 hoy women’s novelties costing about 

00. 

H-1363 Wants men’s and boy’s moccasin work 
shoes. 

H-1364 Wants women’s novelties in stock $3.25 to 
$4.00 wholesale. 

H-1365 Wants women’s novelties retailing $3 to 


H-1366 Wants quilted Satin Mules and leather 
Boudoir Slippers to retail $1.50 to $2.25. 


H-1367 Wants work shoes retailing at $2.00; men’s 
cheap welts retailing $3.00; and women’s 
shoes retailing $2.95. 


Interested parties may have names on re- 
quest to Information Department, Boot 
and Shoe Recorder, Chamber of Commerce 
Bldg., 80 Federal St., Boston, Mass. 















service over the shoe assembled by hand in days of old. 
The industrial marvels of other industries may be as 
great, but in comparison to the service rendered by any 
modern machine-made footwear 
stands out as America’s greatest achievement. 


Fifty Hours and Fifteen Dollars 
[CONCLUDED FROM PAGE 27 | 


time but which now appears to be an almost total loss. 
These may be used for a period, and that’s all, with 


the windows always hav- 
ing the same general look. 

“It does not necessarily 
follow that one has to be 
a duly qualified artist, 
carpenter and painter to 
design and fashion these 
out of the ordinary win- 
dows. Sometimes Myron 
will kick in with a fresh 
thought he has picked up 
in some other store, an 
idea he has so changed 
that the other fellow 
never knows’ who _ the 
originator was. 

“At other times some 
one of us—for every one 
in this Walk-Over outfit 
is intensely interested in 
the windows as well as in 
the rest of the store— 
comes to the bat with 
something good. Ideas are 
everywhere, if one is only 
alive enough to catch 
them. We all have a lot 
of fun in seeing who will 
dope out the most orig- 


inal and catchy window § 


treatment.” 
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Why 1 Switched t Men’s 


cA. |. Hamilton, Whose Stores Do a Hallion Dollar Business 
in Los Angeles and San Francisco, Says 
It’s Easier and Pore Profitable 


N 1914 we sold 10,000 pairs of women’s shoes at 

$1 and entered the men’s shoe business, because 

there were hundreds of stores catering to the 
woman but not a man’s store making its appeal to the 
man.” 

That was the answer of A. J. Hamilton, president of 
Hamilton’s, Inc., to our inquiry as to why he entered the 
men’s field and what was responsible for this outstand- 
ing business, doing an annual volume of $1,000,000 and 
operating eight stores in Los Angeles and San Fran- 
cisco. 

This attitude is best reflected in the new store at 635 
South Olive Street, Los Angeles, designed in an atmos- 
phere that is truly masculine. 

“After selling women’s shoes for thirty years,” said 
Mr. Hamilton, “I came to the conclusion that you can 
never change a woman’s mind, while a man will listen 
to sound reasoning. It was this conclusion that caused 
me to enter the men’s shoe business, plus the fact that 
I felt there was a need of exclusive shoe stores catering 
to men. 

“We find that 25 per cent of men are effeminate 


traders, while 75 per cent do business on the manly 
basis. If a man has a grievance he doesn’t expect a new 
pair of shoes free. Adjustments can always be made. 

“Our prices range from $6.50 to $20. We insist on 
having the name of every customer we sell, and never 
do we encounter any resistance in this regard. Occa- 
sionally a wrong address is given, but so accurately 
has this list been developed that we have at present 
a mailing list of 75,000 names in and around Los An- 
geles and 35,000 in San Francisco. This list is used 
for special announcements.” 


New _ store of 
Hamilton’s, Ince., 
at 635 South 
Olive Street, Los 
Angeles 
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FORMAL SHOES LOOK BEST 
with formal dress. Certainly there 
can be no exception to this rigid § 
rule of etiquette: strictly “for- 
mal dress,” plain-toe footwear of & 
black (preferably patent leather) 
should be worn with tuxedo or& 
full evening dress. 





Keynote by 
GEORGE N. GEUTING 
of Philadelphia 


Delighted to know that the Men’s 
Shoe Campaign has started. I feel 
that now the education of the con- 
tact point, the retail shoe salesman, 
is of most importance. Only, 
through him can the public get our 
message as to styles for greater pair- 
age. This is very well covered even 
to reptilian leathers. The big thing 
now is to merchandise these items 
with greater enthusiasm, better dis- 
plays, better advertising, etc. This 
is the message I want to give to stim- 
ulate the men’s advertising campaign 
of education. 
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Men's Campaign 


ORTY million American men will read on September 22 an 
outstanding message concerning their footwear. They will 
not be scolded or ridiculed for their lack of shoe conscious. 

ness—they will be advised to CONSIDER THEIR CLOTHING 
WHEN THEY BUY THEIR SHOES. 


This message comes to them, not from tanners of leather, 
manufacturers of shoes or retailers of footwear. It comes from 
THE ENTIRE INDUSTRY, for tanners, manufacturers and re- 
tailers have at last joined their forces to talk about footwear in all 
its phases to men in every walk of life. 


This big message will come to the men of America thru a 
double page spread in both the Saturday Evening Post and Vanity 
Fair, illustrated by the best of art work, and interpreted in four 
color printing as well as in merchants’ windows and advertising 
space. No expense has been spared to make this opening message 
the very best in copy, art, and layout ever produced in co-oper- 
ative advertising. 


For the first time in American business history, the men’s shoe 
industry will enjoy the benefits of co-operative advertising. 


FFORTS have been made several times in the past ten years to 
unite the men’s shoe industry in a co-operative advertising cam- 
paign. The present Four Year Campaign is the result of a meet. 
ing held a little over a year ago, when the directors of the 
N. S. R. A. decided to employ advertising counsel, Alden H. 
Kenyon and his Kenyon Co. of Boston to organize and execute 
a Four Year Campaign. 


First retailers were solicited and after an adequate expression of 
their earnestness had been secured, manufacturers, tanners and 
members of the allied industries were visited. 


With the many problems confronting the industry and with the 
generally unsatisfactory business of the past twelve months, it has 
been a task of no mean proportions to interest the men’s shoe 
industry to a point where the campaign could be started. 


In June the tide turned, and Chairman Lester H. Gibson of 
the Ways and Means Committee was able to report to the 
N. S. R. A. directors at their Boston meeting early in July, that 
the minimum requirements of the campaign had been more than 
met. The directors then unanimously ratified the report, released 
the funds, elected the executive advertising committee, approved 


the first copy and THE CAMPAIGN BECAME A REALITY. 


Although national magazine advertising is the principal func- 
tion of the campaign, that is not all. It will be a campaign of 
advertising plus merchandising. The merchandising plan is un 
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First Ad September 22 


Starts Ne OW 


der the direction of Ernest A. Burrill, chairman of the Plan and 
Scope Committee. 


The campaign will develop on two distinct lines. Advertising 
to create sales—Merchandising to create profits. Not only will 
the national advertising stimulate public demand for more men’s 
shoes, but an equally important result will be in DEVELOPING 
AN ENTHUSIASTIC AND POSITIVE MINDED ATTI- 
TUDE ON THE PART OF THE RETAIL SHOE MER- 
CHANT HIMSELF AND HIS SELLING FORCE. 


The object of the campaign, tersely told, is to increase the annual 
consumption of men’s footwear 10,000,000 pairs per year, which 
means in terms of manufacturing sales over $50,000,000 of added 
business, or for the retail merchant more than $75,000,000. To 
obtain such results the expenditure of a million dollars for each 
of the next four years is-not out of ratio to results. If the men’s 
shoe industry in all its many branches thoroughly and sincerely 
co-operates in the accomplishment of this objective, there is real 
prosperity ahead. 


Correct footwear is fundamental, not merely fashionable. Other 
industries, both for necessities as well as luxuries, have by co- 
operative advertising improved their condition. No industry has 
a greater opportunity for improvement than the Men’s Shoe 
Industry. 


ps write in a single advertisement a message to 40,000,000 men 
from 30,000 retailers, 1000 manufacturers and hundreds of 
tanners and other branches of the allied industries has been a task 
of no small proportions. 


“The well dressed man stands on a foundation of Correct Foot- 
wear.” Under this simply stated caption of the National Advertis- 
ing Fund broadcasts the enclosed national message. 


“Shoes Mark the Man.” Those four words, thoroughly believed 
in and continuously repeated through national and local adver- 
tising, promise to bring to the shoe industry a new theme and unity 
of purpose which it has not enjoyed for years. 


Six shoe axioms (here illustrated), by which all men’s shoes are 
broadly grouped, give sound logical reasons for thinking of kinds 
of footwear. Not merely a good looking pair of shoes, but good 
looking pairs of shoes. 


We believe this first message to be an enduring message—one 
which will bear much repetition and enlargement. Intentionally 
the Committee tried to make this first advertisement a background 
upon which future campaign advertisements, whether specific or 
general in character, may find support. 
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SPORT SHOES LOOK BEST 
with clothing comfortable and 
appropriate for out-of-the-city 
recreation. For general playtime 
wear men are offered almost un- 
limited range in their choice of 
special footwear that’s smart and 
practi 


Keynote by 
NED G. HEss 
of Baltimore 


Suggest more forethought and bet- 
ter ideas in dressing men’s windows. 
For example, display men’s tan shoes 
with brown trousers of new Fall col- 
ors. Alongside display black shoes 
with trousers of some dark fabrics. 
Appropriate signs should indicate 
that tan for brown and black for 
dark are the only combinations for 
well dressed men. Ideas of this sort 
stimulate thought along ensemble 
lines for men. Results of a like cam- 
paign evident enough in women’s 
trade. 
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PLAIN-PATTERN SHOES 
Ls BEST _— conservative. 

othing. Shoes of an smooth: 
finish leather (black et uien ook 
best with smooth- finish fabrics.. 
Do not wear heavy shoes of 
“doggy” design with suits of. 
thin, fine-textured weave. 





Keynote by 
A. B. YOUNG 
of Los Angeles 


Quitting high shoes, and eliminat- 
ing all leathers practically, except 
calfskin, leaves no choice for good 
dressers. We should have extremely 
smart high shoes, and cover four 
seasons — spring, summer, autumn, 
winter—with suitable, various leather 
shades and weights, thereby tempting 
our customers along. 


Keynote by 
A. A. HOERR 


of Johnstown, Pa. 
A determined effort should be made 


to arouse a shoe consciousness. Shoes 
are more than a foot covering. Shoes, 
properly chosen, and correctly fitted, 
add to one’s health, clearness of mind. 
Do not avoid blacks but stress tans 
for business and day wear, also shoes 
for occasions. 
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MARK ¢ee MAN 


Men who buy tailor-made clothing are familiar with the style 
charts displayed in practically every tailor shop in the country, 
This advertisement may well serve the men of America as a na- 
tional style chart, with plenty of latitude for interpretation among 
consumers, retailers or manufacturers. 


No reasonably thinking retailer will expect that the publication of 
this first advertisement will automatically and immediately increase 
his men’s shoe business. Results from advertising develop gradu- 
ally. Like any other advertising, National Advertising requires fre. 
quent repetition and sustained emphasis. This is why the cam. 
paign is a FOUR Year Campaign. Second and more important, 
national advertising results depend largely upon the extent to 
which retail stores and the individual members of their selling 
organizations harmonize personal effort and enthusiasm with the 
national effort. 


yes of men are moulded and influenced by advertising. But 

the store and the salesman must be prepared to develop this 
interested mind to the point of expressed desire. The National 
Campaign tells to the men of America through this advertisement 
that “smooth finished, conservative patterns in shoes go well with 
the thin closely woven and finely textured fabrics” and that “heavy 
brogues and emphasized patterns go with rough finish wooly fab- 
rics.” This trite message, and others from the same advertisement; 
must be taken up by your store and your salesmen and carried 
through to each specific man customer who comes to your store. 


Just before the drawing and layout were sent to the engravers, 
the whole advertisement was reviewed by Gordon McNeil, chair- 
man of the general style committee of the N. S. R. A. 


“A splendid advertisement in every way,” said Mr. McNeil, “and 
every shoe retailer in the country has these types of footwear in 
his stock. This advertisement itself will give the campaign a tre- 
mendous impetus.” 


The important thing to stress is this: The mere appearance of 
this advertisement at a cost of many thousands of dollars, is only 
one part of the plan. Of itself it WILL make men think about 
their footwear. But will these men, as they think about footwear, 
think of YOUR store? Yes, they will, provided between now and 
the date of publication, you make proper preparation. It will 
not be sufficient for you to rest in calm contentment with the 
thought “All right, there’s the advertising I helped pay for. ! 
have the shoes, now I’ll wait for the men to flock in and buy 
them.” “Advertising doesn’t work that way. Consider these 
questions: 
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Adopted as 
National Slogan 


1. Which four shoes in your stock are best adapted to offer to the 
men whose buying interest will be excited by this advertisement. 
Have you all sizes? If not will you order the missing sizes now? 


2. Which one new shoe, not at present in your stock, will you 
buy to back up this advertising with really new merchandise? 


3. Will you select from the advertisement that particular phrase 
which the sales policy of your store best reflects? 


4. Will you call your entire organization, from proprietor to 
porter together for a few minutes to add your touch of personal 
approval to the advertisement, to tell them what the campaign 
is all about, and to emphasize in your words, that it is THEIR ad- 
vertisement about THEIR customers? 


HOW the six shoes referred to. Identify each group as “The 
Dress Shoe,” “The Tan Shoe,” “The Sport Shoe,” ‘The 
Black Shoe.” Break away from the custom of having your two win- 
dows harmonize. Make your men’s window “mannish”’ just as you 
make your women’s window “girlish.” Shoe trees—featured in 
the advertisement—should also be featured in the windows. Cor- 
rect socks, gloves, canes and many other things that are distinctly 
masculine will give that window a real men’s appeal atmosphere. 
Make your men’s window really different. Men’s windows for the 
most part are “‘too rutty.” 


The campaign was officially opened by sanction of President 
A. H. Geuting of the National Shoe Retailers’ Association, at a 
meeting of the board of directors recertly held in Boston. The 
oficial committee who has charge of all expenditures and poli- 
cies consists of A. H. Geuting, representing the retail branch; 
Maurice Wright of St. Louis, representing the shoe manufactur- 
ers and provisionally until a leather man is selected Secretary, 


James H. Stone, of the N. S. R. A. 


The present schedule of magazines to be used are the Saturday 
Evening Post and Vanity Fair, to be followed by Collier’s, Ameri- 
can and Liberty. 


Every branch of the industry having anything to do with mak- 
ing or merchandising of men’s shoes is represented. There are 
721 retail merchants definitely signed up, and others are about 
ready to do so. 


The next big feature of the campaign to help merchants to co- 
ordinate with the advertising is a sixteen page book, which will 
be sent out about August 25, which will list the definite things 
that go with the campaign subscription, a message individually 
to every merchant, every retail salesman, every manufacturer, 
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TAN SHOES LOOK BEST with 
trousers of the lighter shades, 
with all the browns, and in 
daylight. For reasons of style, 
common se comfort the 
heavier weights come into vogue 
with the felc hats and heavier 
suits of autumn. 


Keynote by 
JESSE ADLER 
of New York 


A decided increase in men’s shoe 
sales will surely occur with retailers 
behind the Men’s Shoe Campaign talk- 
ing shoe consciousness, foot health, 
sanitation and style shoes for men, 
backed by attractive window displays 
and newspaper publicity. Men can 
be taught that different looking shoes, 
including some plain and some fancy, 
some conservative and some real 
“doggy” are necessary in every man’s 
wardrobe, and that more foot com- 
fort comes from continual changing 
of one’s shoes. The era of man’s shoe 
awakening to shoe consciousness is 
here. Let us all get behind the ad- 
vertising campaign and by doing our 
share we will make a profit for our- 
selves, and our fellow shoe men. But 
we need cooperation throughout the 
country so that we can march for- 
ward in unison, yelling our heads off 
that feet come first and that a good 
understanding helps towards success. 








Keynote by 
W. H. TOLLER 
of Kansas City 


National advertising making men 
more shoe conscious no doubt 
would help to stimulate the sale of 
men’s shoes. Recommend educating 
and informing men of style trends 
and the different materials, and to 
what they are adapted. The trend to 
the wearing of black oxfords is going 
to still further reduce the sale of 
pairs. Footwear for the different 
seasons should be brought out. Of 
course, advertising must be carefully 
planned so as not to give impression 
to the public that it is propaganda 
to make men wear more shoes. 


BOOT AND SHOE RECORDER 











August 11, 1928 


New 
Selling Spirit 


traveling salesman, and every person in the allied industry, tell. 
ing them exactly the particular part he can play in this campaign. 


Included in this book are ten advertisements for newspaper use, 
and an illustration of the ideal campaign window, which will con. 
sist of a giant advertisement of the original first advertising in 
colors, cut out figures of the six well dressed men, and from the 
dealer’s own stock, the six pairs of shoes which are his interpreta- 
tion of the styles which will go best with the clothes worn by those 
men. 


In financing the men’s shoe campaign the first division to go 
over the top was the retail merchant group, and its quota was col- 
lected with excellent geographic representation. The second 
group to qualify was the men’s shoe manufacturing division and 
interest is strong in the next section of fund collection when tan- 
ners and allied trades co-operate. 


The group of manufacturers who are supporting the national 
advertising campaign, to date, are as follows: 


The Abbott Co., Yarmouth, Me.; Cantilever Corporation, 
Brooklyn, N. Y.; Commonwealth Shoe & Lea. Co., Whitman, 
Mass.; Craig, Reed & Emerson, Inc., Brockton, Mass.; Lewis A. 
Crossett Company, North Abington, Mass.; Diamond Shoe Com- 
pany, Brockton, Mass.; Edmonds Shoe Company, Milwaukee, 
Wis.; Farmington Shoe Mfg. Co., Dover, N. H.; Forbush Shoe 
Company, North Grafton, Mass.; French, Shriner & Urner, Bos- 
ton, Mass.; Goodwill Shoe Company, Holliston, Mass.; Ground 
Gripper Shoe Company, Boston, Mass.; Honesdale Union-Stamp 
Shoe Co., Honesdale, Pa.; Johns-Tilte Shoe Company, Los 
Angeles, Cal.; Johnston & Murphy, Inc., Newark, N. J.; G. R. 
Kinney Company, New York, N. Y.; Nunn Bush & Weldon Shoe 
Co., Milwaukee, Wis.; O’Donnell Shoe Company, St. Paul, Minn.; 
Racine Shoe Mfg. Company, Racine, Wis.; Stacy Adams Com- 
pany, Brockton, Mass.; Stetson Shoe Company, Inc., East Wey- 
mouth, Mass.; George Strong Company, East Weymouth, Mass.; 
Wall-Streeter Shoe Company, North Adams, Mass.; E. T. Wright 
Company, Rockland, Mass.; Morris Bros. Shoe Company, Quincy, 
Ill.; Churchill & Alden Company, Brockton, Mass.; Charles A. 
Eaton Company, Brockton, Mass.; Freeman-Beddow Shoe Mfg. 
Co., Beloit, Wis.; Hamilton-Brown Shoe Company, St. Louis, Mo.; 
George E. Keith Company, Brockton, Mass.; Leonard & Barrows, 
Middleboro, Mass.; Newark Shoe Mfg. Company, Baltimore, 
Md.; M. A. Packard Shoe Company, Brockton, Mass.; Bion F. 
Reynolds Company, Brockton, Mass.; J. P. Smith Shoe Co., 
Chicago, IIl.; Weyenberg Shoe Company, Milwaukee, Wis.; Edwin 
Clapp & Son, Inc., East Weymouth, Mass.; Conrad Shoe Com- 
pany, Brockton, Mass.; Isaac Prouty & Co., Inc., Spencer, Mass.; 
Allen-Spiegel Shoe Mfg. Co., Belgium, Wis.; Alden, Walker & 
Wilde, Inc., East Weymouth, Mass.; Walter Booth Shoe Com- 
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in MEN’S SHOES 


pany, Milwaukee, Wis.; Hurley Shoe Company, Rockland, Mass.; 
United Shoe Machinery Corp., Boston, Mass.; A. J. Bates Com- 
pany, Webster, Mass.; Leonard, Shaw & Dean, Inc., Middleboro, 
Mass.; M. N. Arnold Co., Abington, Mass.; Barbour Welting 
Company, Brockton, Mass.; Marion Shoe Company, Marion, Ind.; 
The Tolman Print, Boston, Mass.; Avon Sole Co., Avon, Mass.; 
Kullman Salz Co., San Francisco, Calif.; Howard and Foster Co., 
Brockton, Mass.; The Howard Print Co., Brockton, Mass. 


The fashion theme of matching colors in shoes and clothes was 
made the keynote of the first men’s wear style show in America 
(no models but rather window displays) held by Cheney Bros. 
last week in New York City. The keynote speech was by Mr. 
Schuyler White, Counselor of the Fashion Coordination Bureau. 


It is so pertinent to this new interest in men’s dress and shoes 
that we feature it. 


He said: —‘Fashion coordination means the working together of 
fashion departments for the purpose of selling customers com- 
plete costumes. It means the buying, selling, advertising and 
display of ready-to-wear and accessories in such obvious harmony 
that each item helps to sell every other item. It means the satis- 
faction of the growing number of men to whom successful dress- 
ing means complete sets of harmonizing accessories for every turn- 
out. It means selling more merchandise. 


“The important fact which the retailer has to face in this matter 
and one which gives a clue to the right method of procedure is, 
that the average man doesn’t buy or want more clothes BECAUSE 
HE DOES NOT KNOW HOW TO DRESS WELL, and he 
will not want more clothes until he does know how. He will not 
buy more clothes until he knows more about style and takes a 
lively and intelligent interest in color combinations. Up to now, 
his interest in style has never really been aroused because he, and 
I am referring to the average man, has never been in direct con- 
tact with a source of style information, which he was honestly con- 
vinced was reliable and authoritative. The retailer should: 


(1) Give the average man information about style which 
he will believe and use. 

(2) Arouse his understanding and his interest to the point 
where he will want more clothes. 


“Style is not elusive, once it has been established, but that par- 
ticular quality of being able to distinguish the difference between 
what is good and bad taste in style is an elusive thing which is 
innate. This, then, accounts for the action in recent years on 
the part of many prominent retail merchants in employing the 
services of a stylist to assist the buyer in the selection of merchan- 
dise which is not only correct and smart in itself and which re- 
flects the prevailing note of the mode, but which appeal to the 
class of trade to which the store is catering. 
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| FANCY-PATTERN SHOES 
' LOOK BEST with woolly fabrics. 
Brogues and other standard fancy 
atterns go well with heavy suits, 
oo weather or high old times 
in the open air. Novelty patterns 
go best with youthful togs and 
young ideas. 





Keynote by 
EVERETT PETOT 
of Cleveland 


Men’s retail stores should stress 
the importance of a proper shoe ward- 
robe. Shoes for the occasion and 
the reason should be linked up in 
windows and advertisements. All 
points should be impressed upon the 
women one hundred per cent as they 
can do more to make men shoe con- 
scious than all the direct appeal we 
can muster. We are convinced that 
national advertising will materially 
increase the men’s shoe business. Co- 
operation from retail and manufac- 
turing branches will put this over for 
a profit. 


oh 
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An OFFICIAL Announcement 
of INTEREST to the Entire 
SHOE, LEATHER and ALLIED 


Industries 


Me Me UM 


OUR years of National Advertising of Men’s Shoes 
starts September 20th. 


The Saturday Evening Post of September 22nd, and the 
October issue of Vanity Fair, on the stands September 
20th, will carry the first message from the Men’s Shoe 
Industry to the Forty Million Men Of America. 


These two double page spreads in full color will put be- 
fore the men of America the Six National Axioms of 
Good Usage in Footwear. These are broad, basic prin- 
ciples underlying current custom among well dressed 
men. They are founded upon the logical fact that any 
man will get the utmost out of his shoes in comfort, ser- 
vice and pride of appearance if he habitually selects 
those TYPES of shoes that go well with the clothes he 
wears and the things he does. 


These principles are equally applicable to the man of 
small means as they are to the man with larger amounts 


to expend on clothing. 


This big, co-operative message is made possible by the 
National Advertising Fund, a voluntary association or- 
ganized through the efforts of the N. S. R. A., and sup- 
ported by all branches of the Men’s Shoe Industry. 


SHOES MAR. 
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As the Four Year Campaign develops, many other na- 
tional magazines will be added. American Magazine, 
Collier’s and Liberty are definitely included in the next 
four months’ program. 


This is the first time the shoe industry has worked co- 
operatively to put before the public the advantages of 
its product in competition with the products of other in- 
dustries which are now making similar cooperative 
efforts for their share of the consumer’s dollar. 


If you manufacture or sell men’s shoes, wholesale or 
retail, if you produce leather, or findings used in men’s 
shoes, you will derive benefit from this enormous Four 


Year Campaign. 


Just as you share in its benefits, so should you also share 
in its support. 


Pioneer leaders in the industry have made it possible 
to have this campaign. Your added support will help 
to extend the campaign. 


Reprints of the opening advertisements will be sent to 
all subscribers before September Ist. Also full details 
concerning other campaign material now ready or in 
preparation. 


Those who have not yet subscribed may obtain further 
details as to campaign plans and benefits as well as the 
cost of participating subscription by addressing 


THE NATIONAL ADVERTISING FUND 


Executive Advertising Committee 
14th Floor Metropolitan Building 
260 Tremont St., Boston, Mass. 


THE MAN 
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- QUICKER SALES 


AND 


SATISFIED CUSTOMERS 


WITH 


DAVIES ARCH SUPPORT SHOES 


HEN your cus. 


HIGH GRADE LEATHER tomer puts his 

SIDESTAY, HEELSTAY, 

TOPFACING @ BLUE LINING In Stock foot into a Davies Arch 
Support Shoe it will not 


B, C, D, X E 


FELT . be necessary to show him 
sor ll a any other style. Perfect 
fitting lasts, wonderful 
soft pliable upper stock 
and the beautiful finish 
will sell your customer 
on Davies Arch Sup- 
port Shoes. 





























FIRST QUALITY 


os AVIES Arch Sup- 


RUBBER HEEL. 
' port Shoes are car- 














EXTRA HEAVYWEIGHT , 
CORRUGATED STERI. ried in stock in a variety 


ARCH SUPPORT 
SHANK. of lasts in Black Kan- 


FULL GRAIN LEATHER . ‘ 
INNERSOLE | ‘ —_ oe _ m 
rown 1 eatner. 

|9 IRON OAK OUTSOLE] 7 
Write today for a cata- 


STYLE No. K568 
BLACK KANGAROO BLUCHER log of our Arch Support 
Shoes. 























MADE BY 


DAVIES SHOE MANUFACTURING CO. 


RACINE, WISCONSIN 


DISTRIBUTORS 


State of Maine Northern New York and Vermont Southeastern Indiana State of Michigan (except Detroit) State of Oklahoma 
BRAMHALL & CLARK, INC. BK. G. MOORE CO.. INC. C. A. STANTON’S SONS W. H. TOMLINSON & CO HUTCHISON WHOLESALE 
Bancor, MAINE PLATTSBURGH. N. Y Mapison. IND. Bay City, MIOH. Fort SMITH, ARK 


SHOE 
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MAKE MORE MONEY 


with 


NOW IN STOCK 


WALTON WINNERS 


BLACK CALF SPORT OXFORD 
Black Alligator Trim 

{317— Girls’, 2%-7 er 2.8 
High Heel 


rFCUus- WOMEN’S PATENT LEATHER Broad Last : 


6317— Misses’, 111-2 . 
its his Black cn Trim WALTON Nature Last 
5 A h 408—Women's, 244-8 ...........82.85 O 

7 SHOES 


vill not & _ 

ow him 

eatin BOYS AND GIRLS 

iderful WI LL 

| “0 WEAR TAN CALF SPORT TIE 
stomer WwW ELL 1625 « ony ad he 82.65 


11, 1928 


TAN CALF SPORT OXFORD Broad Last—High Heel 


S Brown Alligator Trim 6625-— Misses’, 11%4-2 

"- , d 

Pp 4316—Girls’, 2%-7 #2. an ]} oO O O O Nature ‘Last 
Broa | T625—Child’s, 8%4-11 ...... 


d Last—High Heel 
Nature Last 


GRIG—Minwes’, 11% -2 --... ++ Be RETAILERS 


— PROFIT 
” BY THE 
) 500,000 
,OO0 
re car- ON PAIR 
variety iN 
Kan- STOCK 
1 and : — PATENT wo teeta 
Ree em gS NE STRA 
ather. SLACK VEE PAgtanwer Black Alligator Inlay 
: enT8—Guiw. 2%- 81.8: {M28--Girls’, 2%)-7 ............82.85 
| cata Seed oot High Heel inti sey laa High Heel ans 
sor: 2%.7 St HOLS. Girls’, 2%-7 socccces 
ipport wre =: oh Ft ade Heel Broad Last Low Heel 
GO2S- Misses’. 11%-2 reeesss Ge 


6972—Misses’, 114-2 . Nature Last 


Nature Last Te28—Chila’ %-1] 2.15 
7972—Child’s, 8%-11 . +2! Child's, 8% me 15 
Nature Last Nature Last 


— 5% 10 days, Net 30 days Send for new Fall Catalogue 


D. 


A. G. WALTON & CO. Boston, Mass. 


260-264 East Sth St., St. Paul, Minn. Distributors for the Northwest, Stock carried at St. Paul 





Freeman Thompson Shoe Co., 
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Further Proof That 
Only FREEMAN can make a shoe 
like THE FREEMAN SHOE 


Style No. 611 
Black Velo Blucher Oxford 
Buck Last Flexible Toes 
Rubber Heels 
Same style in Autumn Brown Velo Style No. 610 
IN STOCK Widths A, B, C, D 


$3.50 


Less 2% 20 days. 
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Dear Friend: 


One year ago today we did not 
books or a dime's worth of busi- 
an ultra-efficient factory, man- 
experienced shoe manufacturers in 


Today --- our first anniver- 
accounts, have taken orders for 
of men's shoes and have shipped 
quiet business conditions. There 
genuinely encouraging reception 


We have one regret: Because 
to send a man p poor shoes, there 
could not keep pace with dealers? 


Our plans for the coming year 
duction but better shoes, if pos- 
trends will be carefully watched, 
cern in the industry better able 
shoes and give them to the retail, 


It is not our ambition to be 
in the country, and we can sum up 
this; 


WE WILL CONFINE OURSELVES TO 
WILL ENABLE US TO MAKE FINE SHOES 
ERATE PROFIT SUFFICIENT TO COVER 
of our shoes will have something 
with assurance that they always 
good will and profit. 


In taking you into our confi- 


come and solicit any suggestions 
an improvement in our line. 


‘Over 53 Years of 


i 


+] we would rather lose a sale than 





Jh hoe Making’ 


‘| sible, 











ness. --- But we did have 


Jaged by a family of the oldest 


the West. 


sary --- we have nearly 3,000 
over a million dollars' worth 
nearly that much in the face of 
is not a shade of doubt about the 
given our shoes, 


have been times When production 
orders. 


provide not only for greater pro- 
and improved service. Style 
and we believe there is no con- 

to interpret styles in men's 

er while they're "hot", 


the largest shoe manufacturers 
our thoughts by merely saying 


é A REASONABLE PRODUCTION, WHICH 
FOR GOOD RETAILERS AT A MOD- 


OUR INVESTMENT. The retailer 
to which he can firmly tie 


; sell to the consumer with real 


dence as to our plans we wel- 


: you can give us looking toward 


Cordially yours, 
MORRIS BROS. SHOE CO. 
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The Season’s Smartest 
Creation for Men 











HERE always will be 

plenty of men to whom 
nothing appeals so much as that 
which they can trust. 


Alden shoes, once introduced to 
such men, establish customers 
that remain with you. 


C.H. ALDEN 
COMPANY 


ABINGTON 
MASSACHUSETTS 


SPECIALIZING 


IN TEN DOLLAR 
SHOES FOR MEN 
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NUTWOOD NACO 
Arch Preserver Shoes 
by the Selby Shoe Company 


A(e IN 
- > 


\.C. LAWRENCE muse? LEATHER. CO. 


LEATHERS 
210 South Street Vs Boston, Mass. 








c. 


=] 


NACO CALF, used 

by the Selby Shoe Com- 
pany, of Cincinnati, Ohio, in 
developing the Arch Preserver 


Shoe shown on the other side of 


this insert, is ideally adapted to Fall 


shoes for women. Naco is tanned by a 
special process which makes it soft 
and pliable. Yet it is sturdy, retains 

its polish and smoothness, and gives 
to shoes of the type illustrated the 
tailored look that is so desirable to 


the wearer. 


Standardize on Naco. It is 


a Lawrence Reliable 


Leather. 


ABBO Patent -~> WEILDA Suede 


NACO Calf LAWRO Calf 
Manufac lure VA by 

















| SE Len 

; Cy eS ; 
A.C. LAWRENCE 2 ree LEATHER ca | 
| ate South Street. xe ae? Boston, Mass. 3 q 





BOOT AND SHOE RECORDER 


Will This Point 
Stand the 


Strain. 


Gnaw! Gnaw! 


August 11, 1928 


Gnaw! 


Every step nibbles at the strength of the laces. 
the shoe is put on or taken off they take hard punishment 


Each time 


CORDO-HYDE Laces stand up to this strain better 
than any lace ever made. They make the shoe's 
weakest point its strongest. 


And their dressy appearance outwears the shoe. 


Sell them in your shoes and as a side line 


O. A. MILLER 


TREEING 
MACHINE 
CO. 


Lace Division 


Brockton, 


Mass. 





ircater ee stct memmenny Maree stepper anmatit 


St! i. 
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We present these 
three models that 
will sweeten your 
stock withthis 
most logical nov- 
elty in men’s foot- 
wear. 


Made on Shannon last 
with wing tip. 


*6 
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“ CONRAD GENUINE ALLIGATOR 
SHOES ARE SELLING !! 


60 


5. TEN: DAYS 


4 WEEKS LELIVERY 





Made on Buzz last with 


square 


CONRAD SHOE CO. . 


heel. 


BROCKTON, MASS. 





We suggest that 
you order the 
three styles of 
Alligator shoes to 
make a selling dis- 
play. Wire your 
order today! 





Made on Shannon [ast 
with plain toe. 
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Just a Trifling Boost in Sales per Clerk per Day Will Work Wonders 
in Your Men’s Sales Profits 


By ERNEST A. BURRILL 


L retail dealers sense these three things—(1) 

yk market conditions compel an increase in 

retail prices; (2) that profits come from the 

“top ten thousand” of sales; (3) that more pairs sold, 

plus a greater retail price per pair, plus a better margin 

of gross profit per pair all tend toward getting that 
important “top ten thousand.” 

But have you made your thinking on this subject a 
definite matter of figures? Have you realized that if 
your three salesmen, who having perhaps been selling 
a daily average of six pairs at $7 per pair, should in 
1928 sell an average of.seven pairs per day at $8 per 
pair, that your pair volume would show an increase of 
more than 16 per cent and your money volume would 
increase 33 per cent? 

First, let’s put the proposition in its simplest terms. 
Last year each of your men sold a daily average of 
perhaps six pairs at $7 per pair. That totals $42. 
If this year that same man increases his batting aver- 
age to seven pairs per day at $8 per pair, that totals $56. 

Now let’s go one step further and develop this thought 
from a “one man-one day” figure to a “three man-whole 
year” figure and see the result. 


<= , 4 ; ied = p 4 td 
are eee 6 7 
Retail price per pair........... $7 $8 
PE CERGHEKERONO oe cceedses $42 $56 
Multiply by six days........... 6 6 
ES $252 $336 


Now let’s give the picture 


$13,000. Now let’s turn the crank and see how all this 
would figure out in regard to net profit. 
“Six & Seven” 


Total sales 5616 prs. at $7 per pair....... $39,312 
Cost of sales at $4.66 per pair............ 26,208 
ae Ge ere eee eee 13,104 


ee MINES BE Ds v5. v0 ceca sceecseness 12,000 


mS ee 1,104 
“Seven < Eight” 
Total sales, 6552 prs. at $8 per pair........ $52,416 
Cost of sales at $5.16 per pair............ 33,808 
Te ee rr eer eT Tere 18,608 
Zee MERION BE BOD ¢ oie w'6sis vnivceecees 13,000 
ey re 5,608 


How do you like that for a picture? A net profit 
after expenses of more than $5,000, or more than $4,000 
more after putting in $1,000 more expense. This sure 
is getting interesting! Perhaps you thought we were 
going to suggest putting that extra thousand into the 
proprietor’s salary account. We dislike to disappoint 
you, but to tell the truth we’re going to suggest that 
you put it into advertising, sales promotion, more-cus- 
tomer, more-pair effort. 

First let’s split up that expense account and see how 
it stands against sales under the two plans. Don’t let 
the “per cents” bother you. A “per cent” is a part of 
a total—in this case, total sales. You put dollars into 
the bank, not percentages, and we’re still talking about 
more “dollars of net profit.” 

Here’s the way the expense account would look under 
the two plans: 

Under the Six times Seven 





another look. Volume is fine, 
but what about profit? You'll 


plan your rent of $2,358 is 6 
per cent of your gross sales. 


be surprised again. First, we 
will guess that last year’s $7 
Shoes cost you $4.66 a pair. 
Also that this year’s $8 shoes 
will cost you $5.16 a pair. 
Last year’s total expense was 
$12,000. Just to make the 
picture more interesting we'll 
chuck in $1,000 more expense 
(we'll suggest where to spend 
it later) .making a total of 





“ ET’S have a little story,” says Mr. 

Burrill, in one part of his bulletin. 
“A young chap was enjoying his first season 
of bowling. Once he got nine on his first ball. 
He said: ‘Watch me miss this one.’ He did. 
Again he got a break, leaving the two corner 
pins up. He said: ‘Watch me go between 
them.’ He did. After about a week of this 
stuff his team captain said to him: ‘Boy 
you'll never GET 200 until you THINK 200.’ 
The captain sure said a mouthful.” 





Under the Seven times Eight 
regimé it remains the same 
in dollars, but becomes 4.5 
per cent. 

Your own salary, $1,572, 
under Six times Seven, is 4 
per cent of your gross. Un- 
der Seven times Eight it 
drops to 3 per cent. Money 
paid your salesforce, $4,680, 
is 11.9 per cent of your gross 
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CHILDREN ARE HAPPY 
WITH 


HUMPTY DUMPTY 
SHOES 


KEEP THEM HAPPY 


You will find it a pleasure to 
handle and sell Humpty 
Dumpty Shoes. Not merely 
because they are extra good 
merchandise with bright style 
and quick fit, but also because 
they always please the chil- 
dren. 


That is the reason Humpty 
Dumptys repeat and grow in 
popularity. Children do your 
advertising for you by making 
other children want to buy 
this most popular of all juve- 
nile shoes. 





TRADE MARK 


IN-STOCK 


GOODYE/R 
WELT 





STITCH- 
OOwn 











HUMPTY 


DUMPTY 
STITCH DOWNS 





No. 2002 Patent Blu. Ox. 
No. 2003 Tan Plu. Ox. 


5-8 Two Sole, Sp. -H. $1.60 
8%-11 Three Sole, R. H. 1.90 





No. 2000 Patent Blu. 
No. 2001 Tan Blu. 


5-8 Two Sole, Sp. H. $1.70 
8%-11 Three Sole, R. H. 2.00 
+. 
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Ernest Burrill, the author of this bul- 
letin, is serving the National Advertis- 
ing Fund of the National Shoe Retail- 
ers’ Association in an unique capacity. 
His is the job of PROVING that the 
campaign, properly handled and prop- 
erly financed, can accomplish all that is 
hoped for it in building up the men’s 
business of the country. This bulletin 
which we are publishing is only one of 
several which he has prepared for dis- 
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tribution to retail shoe merchants who 
are interested in the campaign. To this 
work he has brought years of experi- 
ence in the field of retail merchandis- 
ing, having served in practically every 
possible capacity in a retail shoe store. 
Until drafted by the N. S. R. A. for 
this job, he was the retail contact man 
for the George E. Keith Company, in 
which capacity he diagnosed and pre- 
scribed for many a merchant 








under the Six times Seven classification and only 9 
per cent under the Seven times Eight. 

Advertising expenditures of 786 are 2 per cent 
under Six times Seven. Under the Seven times Eight 
classification we add $1,000, making the total $1,786, 
which, however, under this classification, is only 3 
per cent of your gross sales. 

Miscellaneous expenditures of $2,604 are 6.6 per 
cent of your gross when talking Six times Seven and 
only 5 per cent under the Seven times Eight. 

Now how about your tools. The Six times Seven 
heading gives us a total of $12,000, which is 30.5 per 
cent of your gross. Adding $1,000 to your advertis- 
ing budget gives you, under the Seven times Eight 
classification, a total of $13,000, but the $13,000, even 
though much larger tha nthe original expense of $12,- 
000 nevertheless is only 24.8 per cent of your newly 
acquired gross sales. 

Here are three other little things we might mention 
in passing while we’re on this matter of expense. First, 
the “Six x Seven” plan shows 5616 pairs sold at a cost 
of $12,000. That figures $2.12 expense per pair. 
The “Seven x Eight” plan shows 6552 pairs sold at an 
expense of $1.97 a pair. Second, in cost for straight 
selling, the “Six x Seven” plan showed a sales force cost 
of $4,680 (11.9 per cent) for 5616 pairs, which figures 
83 cents a pair. The “Seven x Eight” plan shows 
6552 pairs for a cost of $4,680, 9 per cent, or 71 cents 
a pair. Third, the first plan returned to you a net 
profit of less than 20 cents a pair. The second plan 
shows a net profit of 85 cents a pair. Under the old 
plan each pair of shoes sold returned to each of your 
salesmen FOUR times as much as to you. We'll just 
make a little bet that if the second plan develops where 
each pair sold returns as much to you as to each sales- 
man, that you’ll share some of that with the salesmen 
who have produced the goods. You should. 

Now, what do we suggest for a “plan of action” to do 
something about this troublesome condition into which 
most shoe retailers have fallen? First, ascertain your 
facts—don’t be afraid of them—get them into cold 
figures. Take the important items of the last two or 
three years and set them side by side on one sheet. 
Read them horizontally as well as vertically. In that 
way, and only in that way, can you determine “trends.” 
Which way is your business heading? And why? And 
what do you propose to do about it? In other words, 


get your facts, determine the causes and apply a cor- 


rection. Your business must either “grow or blow.” 

With these in hand, get your “business family” to- 
gether and talk it over. Break away from the “secrecy” 
idea for once. Take the boys into your confidence, or 
get boys in whom you can have confidence. Sketch out 
for them in terms which they can understand the 
“volume,” “profit” and “compensation” problems as 
they affect both of you. Arouse the “teamwork” and 
“pull together” idea. Encourage frank expression of 
ideas—listen to them—don’t choke them. Make a reeord 
of the suggestions and determine to put those which 
seem practical into effect. 

In the figures we have used before, we mentioned an 
increase of $1,000 in the store publicity effort. Cer- 
tainly the figures on net earnings if realized would jus- 
tify fully the increase from an $800 apppropriation to 
$1,800. Read over those figures again and sell yourself 
thoroughly before you attempt to sell it to others that 
the idea is sound and practical. Bring before your 
“sales promotion committee” a budget worked out some- 
thing as shown below, and then let the ideas and sug- 
gestions as to what units should be used be incorporated 
into the amounts. Have several definite examples of 
newspaper advertisements, direct mail pieces, window 
material, together with their costs. 





Total for 
year Per month Per week 
Unit Est. Actual Est. Actual Est. Actual 
Newspapers ... $900 $75 $18.00 
Direct mail.... 400 33 8.00 
Windows ..... 120 10 2.50 
Miscellaneous .. 380 32 6.50 
TOE ssc $1,800 $150 $35.00 


We sincerely hope that in the foregoing we have out- 
lined in a practical and helpful way some suggestions 
which can be applied to the upbuilding of your business 
for the ensuing year. We believe that shoe retailers 
generally will welcome definite merchandising sug- 
gestions of this sort in preparing their budgets for the 
next few months, as the shoe business in all its branches 
enters into this new period, with its problems and also 
its opportunities. 
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THE LAKELAND 


Four Eyelet Tie, Mat Kid Vamp and Heel 
Cover, Patent Leather Quarter, 183 Last, 


18/8 Heel. 
AAA to C Widths 


Made to order only 
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Doubly Strong 
Where Strength Is Needed 


The Copeg-Arch Shoe for men is built 
to give lasting support to arches and 
instep and to hold its shape at the 
points of greatest stress. 


. , The hand pegged shank supports a 
jet RNnenNN skived leather shank piece reinforced 


Sucoumibas totpameng with spring steel. This is real protec- 
the first to display a new tion for the foot arches and the shank 
style in footwear to admir- cannot break down. 

ing friends. And the pro- 
gressive merchant who 
leads the rest in offering 
new styles naturally enjoys 
greater sales and profits. : 
Because of our corps of _ Write for the whole story. 
style scouts in the fashion 
centers of the world, Inde- a 36 
pendent Shoes are always .~ ssl shee 
the first in the field with oN y Oxford — Chester Las 
new styles. Establish your AS medium weight sole. 
store as shoe style head- oN rey) ey 
quarters in your city by 
stocking the complete line 
of Independent Shoes. A 
special representative from 
the famous Sunlight Fac- 
tory will be glad to show you 
“samples. Write or wire for 


an appointment. 


t Shoe Manufaeturerr 


1140 Washington Ave Saint Lvir Mirrourt 
e Srevenencdnivend —_ KD. 


High Grade Novelties 


It fits well up to the instep—and the 
permanence of this important feature 
is assured by a second lasting. 


A 
12, B/D 6 to 12, C/E 
6 to 11. 


$6.25 


The Copeland & Ryder Co. 


Jefferson, Wisconsin 
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AN ANNOUNCEMENT 


- oo > 


After this date the firm name of 
The W. A. WITHERS SHOE COMPANY 


makers of the well known 


» “Ss. 


OUTGROWN BEFORE OUTWORN 


SHOE 


will be changed to 


LANCASTER SHOE COMPANY 


This change is solely for the purpose of assuming 
a name broader in meaning and in keeping with 
the ownership of the business which has existed 
for the past two years. 


There will be no change in policy, personnel, or 
character of product. 


LANCASTER SHOE COMPANY 


Successors to 


THE W. A. WITHERS SHOE COMPANY 
Elizabethtown, Pa. 


W 


GOOD YEAB 
Weir 


DU-351 


These 
Skeezix Shoes 
have a friend 
in every home. 


DU-35!: Patent Chrome 
One Strap Flexible 
Korry Krome Soles on 


Infants’ and Child's. 


Misses’ Sizes. Wedge 
Heel on Infants’, 
Spring R Heel on 
Child’s, Heel as shown 
in Jr. and Sr. Misses’. 


EF-8451 


ER-8451: A Plump 
Weight Coffee EXk, un- 
lined Moccasin Style 
Oxford. Leather wedge 
heel on Infants’ and 
Child’s. School Rubber 
heel on Jr. Misses’— 
9 iron viscolized damp- 
proof Oak sole. An 
ideal shoe for high 
grade Juvenile Depart- 
ments. 
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AAA AA 





VIVIAN 


No. 6000, Black Pat. Leather.... 
No. 5000, Black Satin 
Last 22 22/8-48 R Heel 

Our Balloon ~. 


A 
54/8 4%/8 4/8 
Terms 5%—10 days, F.O.B. St. Louis, Mo. 


























Concave Arch 
Soft Toe Slip- 
per always in 
stock in Black 
and White Kid 
and Pink Satin. 
Elk Soles to 
order. Special 
shades to order. 











HE famous Ca- 

pezio Concave 
Arch Soft Toe Slip- 
per is piling up gen- 
erous profits for Ca- 
pezio dealers. Dancers know 
this superior slipper and ask 
for it by name. Finest quality, 
longest wear, smartest appear- 
ance. Actually helps the 
dancer point her toe! Full 
stock ALWAYS—At once 
delivery on all orders. 


Write today for Complete 
Catalog, samples and Sales 
Plans for dealers who qualify 
as Capezio Representatives. 

















‘Pumps In Stock for at once delivery 


These staple numbers are made right and priced right so live 
merchants can make a legitimate profit. 


ORDER NOW 





MADRID BREEZE 
$4.00 No. 8000, Patent Leather........ $4.00 No. 4000, Black Pat. Leather. ...%4.00 
ery 4.00 No. 7000, Black Satin........... 4.00 Our 8 , 
Last 22 22/8-48 R Heel ur Square Toe 
Our — ~ Last 30 seypse Heel 
AAA AA AAA AA B ‘ 
2% /8 21/8 54/8 4%/8 as 24/8 2% O18 5144/8 5/8 4%4/8 3/8 2 


25c per pair extra on orders less than 12 pairs on any pattern. 


Wolff-Tober Shoe Mfg. Co. 


2511 TO 2521 SULLIVAN AVENUE 


The birthplace of “Beauty Maid” novelty shoes—always snappy and the best for the price. 





ST. G8 


*2,000,000 


to make the 


M°ALPIN 


New York’s Finest 
HOTEL! 


Inswwe and out, the famous McAlpin is enjoying com- 
plete restoration. Look over these outstanding features of 
the $2,000,000 improvement plan: 


NEW carpets—NEW draperies and furniture’ 
throughout—NEW modern decorations and 


lighting effects—I11 high-speed, self-leveling 
elevators—every room with bath. 








All improvements are being executed without interruption 
of service . . . you are invited to inspect the exceptional 
‘acc dations the McAlpin now offers—bright, cheerful, 
spacious rooms of immaculate cleanliness—with prompt, 
courteous, efficient service to enthuse the most critical gue-t. 


FRANK A. DUGGAN, President and Managing Director 


HOTEL MSALPIN 


ONE BLOCK from PENNSYLVANIA STATION 


BROADWAY at 34th STREET 

















$4.00 


-om- 


of 


ion 
nal 


pt, 





August 11, 1928 BOOT AND SHOE RECORDER 




















INTRODUCING 


TOP NOTCH 


RIPS 


Mr. Independent Retailer 


The leading line of canvas footwear 
for the 1928-1929 season 








to 


Top Notch Canvas Footwear will hereafter be known as GRIPS. 
Every shoe will be so marked—and this name will be featured in 
all our advertising. 


GRIPS are the strongest and most up-to-date line of canvas rub- 
ber footwear shown this season. Never before, Mr. Independent 
Retailer, have we given you such splendid shoes and appealing 
values with which to meet—and beat—all volume competition 
in your territory. 


GRIPS are not “shelf-warmers.” Every shoe is a quick “turn- 
over” number and a “profit-getter.” 


A Top Notch salesman is on his way to show you the Grips line. 
You’ll see a winner! 


BEAcoN Facts RuspBeER SHOE COMPANY 
Makers of Top Notch Rubber and Canvas Rubber Sole Footwear 


Beacon Falls Connecticut 





208 So. Jefferson St., 


241 Congress St., Chicago, Ill. 106 Duane St., 

Boston, Mass. 426 Second Ave. North, New York, N. Y. 

1714 Washington Ave., Minneapolis, Minn. 530 Howard Street, 
.. St. Lewis, Me. San Francisco, Calif. 


1152 Penn Avenue, 
Pittsburgh, Pa. 
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“IT” is the new Goodwin 
Shoe Store and Shoe Fix- 
ture Catalog. Shows 156 
pictures of fixtures—6 
pages of modern shoe 
stores—50 pages of how 
to make your store out- 
standing. 










Your copy sent on request. 





el 


| C. L.GOODWIN &CO. Inc. 
WORCESTER 
MASS. 








’ 
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80 Lines — Men's 
Slippers. Always in 
Price $2.25 to 
Ne. 447 — Tan Eid 
DEBED cc ccccccccccccccoes 








1928 § 





Self-Selling Boudoirs 


You’ve only got to show 
Greeley Boudoirs to keep the 
bell ringing. They look as 
good as they are—well made, 
dependable slippers. Every 
community uses a lot of 
Greeley’s annually—and 
you might as well sell 
them. In color or black 
with leather or rubber 
heels. If your jobbers 
can’t supply—write us. 










IN 
STOCK 


36 Pair Cases 


A. W. GREELEY 








12 Duncan St. - Haverhill, Mass. 


XK ( 


Ry 








Can You Speak 
the Language of 


Your Business ? 


Do you know the meaning of all the 
terms used in the shoe and leather trade? 
Can you make a good impression on a 
customer by calling things by their cor- 
rect names and answering questions in 
an intelligent manner? 

If you can’t—you need the 


“Shoe and Leather 
Lexicon’’ 


An authoritative dictionary of the terms used 
in the shoe and leather trade. The price of the 


Lexicon is 
50 Cents 
(Cash with order) 


Boot and Shoe Recorder 
Publishing Co. 


80 Federal St. Boston, Mass. 
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W —— En ERGETIC men wear shoes 
visible eyelets equipped with Lacing Hooks. They know 
and lacing hooks 





‘from experience that shoes with Lacing 
Hooks are comfortable, practical and allow 






a snug ankle fit. 





TUBULAR RIVET AND STUD COMPANY 
UNITED SHOE MACHINERY CORPORATION, Selling Agents, 205 LINCOLN STREET, BOSTON 
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HUNT-RANKIN LEATHER COMPANY 
89 Beach Street, Boston, Massachusetts 


Gentlemen: 
Please mail your complete mat service as readily as ssible. We understand this service is gratis, and in no way 
obligates us, except the cost of insertions we order in local newspapers. 


ras Soe RP EE LG ey 44 cwk eile 64:0n'by Ch64Al 0000 6ES SSS COPOEESES Ho's 640905644840 C0 00 OS CCS oerESsonress 
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¢|WITMOUT COST 10 YOU 


For RETAILERS this modish series of 
12 Fall and Winter advertisements with- 
out cost for your local papers inserted at 
local store rates. Mail your coupon to- 


With style trend constantly changing it behooves 
every retailer to keep his stock moving. If there 
is possibility of a deficit, the odds against it can 
be greatly shortened by vigorous merchandising 
ability. Though style shows have set the fall and 
winter mode, it is necessary to impress your clien- 
tele constantly, lest they overlook the leathers and 
motifs you desire to move in good volume. Adver- 
tising stabilizes sales, and stability now comes with 
autumn and early winter business, instead of spring. 


| Fall, therefore, is the time to begin advertising. 


But facilities are not always available. Especially 
good advertising, that which truly delineates the 
vogue, requires more time and detail than many 
retailers can afford. The cost of preparation may 
also be prohibitive. Thus, tieup with manufac- 
turers’ national advertising is lost. 


Our Free Mat Service 


Practically all retailers are familiar with mat service, 
and nearly all papers can reproduce from mats. Using 
this splendid service entails no technical handling what- 
ever. Simply provide your local paper with a mat each 
week, or give them the entire series, which we mail when 
your coupon arrives. Space, as you will observe, for 
your business name and address is reserved in each mat. 


Purpose of This Mat Service 


Primarily the Hunt-Rankin Leather Company aim to 
help you sell more shoes of all kinds. In fact, the copy 
refers consistently to all the favorite leathers, but prin- 
cipally to suede, because this is by far the dominant 


vogue for fall and winter. Our national advertising 
features Velvetta Suede, which we manufacture, and 
which is used by all leading shoe designers and manu- 
facturers of America. You may anticipate brisk sales 
of suede shoes, with growing demand for Velvetta. 


Velvetta Suede Is Nationally Advertised 


Vogue, Harper’s Bazar, Ladies’ Home Journal, Good 
Housekeeping, and Town & Country feature Velvetta 
Suede in full pages and columns. Pages are beautifully 
done in four colors or black and white. Realize the 
power of this extensive coverage. You can tie up with 
this national program for very moderate cost as this 
mat service entitles you to local store advertising rates. 


Our Invitation 


is extended to all retailers, but to only one in each city. 
So, it is well to mail your coupon today, first arriving 
has the service. We feel that many now preparing their 
own advertising will welcome this service for it saves 
valuable time, an important factor to energetic shoe 
merchants. As prepared, this mat service, twelve ads 
in all, extends over a three month period. Advertise- 
ments may be repeated with good effect. Each one dis- 
plays the finest art work available, truly representative 
of the vogue. They are all one size—100 lines deep 
(7 inches) on two columns. 


Mail the Coupon 


Clip the coupon on the opposite page, and fill it in care- 
fully. Immediately on receipt, mats are mailed with 
complete sets of proofs. Dates for insertion are also 
suggested, in accordance with the text and illustrations 
of individual advertisements. We suggest that the mats 
be used in rotation as scheduled. Clip your coupon— 
and mail it now. 


HUNT-RANKIN LEATHER COMPANY 


89 Beach Street, Boston, Massachusetts 


elryellllca SUID 
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STOCK 


“MAIDA” Special Process 7 

B-985—Genuine Amber “OSAGE” Special Process “VERDELLE 
Baby Alligator with B-992—Genuine Brown on Special Precess 
Suede quarter to match. .86.00 Tiear6 with Brown Ki B- , oe Genuine Bla ck 


Medium Toe quarter to match quarter and heel 
Medium Toe 


MENIHAN’S 
IN STOCK 


VERY number is In Stock 
ready to be shipped to you. 





“MAIDA” Special Process Every style is the Menihan answer NEL” Secctal Peoces 

B-975—G enuine Black P B-996—Genuine Brown 
Lizard with to present popular demand in Gen- Suake with Brownstone 
Suede quarter $6.00 Kid quarter $6 


Medium Toe uine Reptilian Materials. Medium Toe 


“BALZAR” Special Process 


‘ B-908—Genuine Brown 
“ECHO” Goodyear Welt Baby Alligator with “CREST” Goodyear Welt 
B-968S—Genuine Amber B se 4s match $5.85 B-932—Genuine Amber 
Baby Alligator —— sinancisacsggtedaditaaaa Baby Alligator 
Medium Toe Medium Round Toe Medium Toe 


PAT Re TS RS RTS Ae oS eae ee eae Mme Meas Mas eae ee ae Eee 





Sh 


Pittsburgh Office: BBR. 600020 6S DE ic. 60nsecccseane New England Office: 
Draper Hotel 


Henry Hotel 
Ww. A. BARNEY BA coeeeeee + - 4% to8 CC ccccccccccee -BtO8 Sewhemsten, es. 
BM cecccccceee ee 4tO8 Elliott La Montagne 
Twenty-five cents additional for orders of less than three pairs. 
Terms Net 30 Days. Cleveland Office: 


Detroit Office: Detroit-Leland 
Hot 
Cc. G. SELLERS 1599 Union Trust Bldg. 

. F. JENKS 


New York Office: 846 Mar. THE MENIHAN COMPANY yt 


B. “ee OTLAN Pl Hotel 
. W. SHOEMAKERS FOR WOMEN aza Hote 
‘ H. S. KUSHINS 
Rochester, N. Y., U. S. A. 
Makers of Menihan Arch-Aid Shoe. we Fr Le 2 
Write for Agency Proposition. 








asx 





Les Angeles Office: 107 East 
Street 
Cc. E. VanDEGRIFT 
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Shoe Mierchints News 


in the Boot and Shoe Recorder 









NATIONAL NEWS 


SATURDAY, AUGUST 11, 1928 


EVERY WEEK 





Commission Practice Is 
Condemned by Chiropodists 





Vote to Abolish Custom of 
Taking Money for Trade 
Sent to Shoe Stores 


Boston, Mass.—For many years re- 
tail shoe merchants have questioned the 
advisability of the practice of paying 
commissions to chiropodists who have 
sent customers to the merchant. This 
practice is condemned also by the Na- 
tional Association of Chiropodists in 
a resolution recently adopted at the 
annual convention of that organization. 
The resolution was introduced by Dr. 
Joseph C. Lelyveld, and reads as fol- 
lows: 

“Whereas, shoe retailers bitterly com- 
plain about the commissions they pay 
to the chiropodists in order that chi- 
ropodists may recommend certain shoes 
to their patients; and 

“Whereas, officers of the N. A. C. 
called to the attention of the National 
Shoe Retailers Association, in conven- 


. tion, that it is not sound business to 


pay commissions, and unprofessional 
and unethical on the part of chiropo- 
dists to receive commissions; and 

“Whereas, the paying of commissions 
is in violation of the laws regulating 
the act of commercial bribery on the 
statute books of many States; be it 

“Resolved, That this body instruct 
the secretary to call to the attention of 
the National ‘Association of Shoe Re- 
tailers that the National Association of 
Chiropodists is unalterably opposed to 
its members receiving cash commissions 
for the service of recommending a shoe 
for some foot condition, which is only 
a professional obligation on the part of 
the chiropodist to his patient. That 
our members look to the shoe store for 
cooperation in having the mutual cus- 
tomer carefully fitted with a shoe of 
proper last, and do not seek recom- 
pense from the shoe man other than a 
satisfied patient, whose feet are more 
efficient because the shoe is what it 
should be; and be it further 

“Resolved, That a copy of this reso- 
lution be published in the Journal of 
the N. A. C., a copy se 1t to the secre- 
tary of the National Sh: ¢ Retailers As- 
sociation, and a copy to Vational Foot- 
wear, the official organ o! that associa- 
tion, as evidence that the nouse of dele- 
gates, the governing body of the na- 
tional association, desires the abolish- 
ment of the commission curse. If con- 
curred in by chiropodists and shoe re- 
tailers, we believe that both associa- 
tions will reap the rewards of increased 
confidence, and increased business, and 
increased harmony.” 








Akron Merchants Hear 
Address on Advertising 


AKRON, OHIO (UTPS)—The head- 
liner at the monthly meeting of the 
Akron Retail Shoe Club, held recently, 
was B. R. Cunningham, Cleveland, who 
spoke on “Store Personalities.” Mr. 
Cunningham is an expert advertising 
man and told the 65 store managers 
and salesmen in attendance of the value 
of attractive window displays. He 
claimed that personalities of salesmen 
and window display were the two most 
important points in retail business. 

J. H. Wagoner, who has been con- 
nected with the Wagoner Marsh Co. 
for almost a half century, discussed the 
changes which have occurred in the 
shoe business in Akron during that 
period. A committee consisting of M. 
Brownfield, Walter E. Brown and 
Harry Shuter was named to arrange a 
program for the regular August meet- 
ing of the cluk to be held the last week 
in August. 


Fall Season Opens Up 
Well in Atlanta, Ga. 


ATLANTA, GA. (UTPS)—Atlanta shoe 
dealers report business as good, due to 
the fact that many people are taking 
their vacations in late August, and 
shoes are in strong demand for the 
event. 

Most of the stores have completed 
their clearance sales of summer shoes, 
and as a rule these sales have been very 
successful. One large shoe store re- 
ports that it sold all but 200 pairs dur- 
ing a two-weeks sale, and others had 
almost as much success, with the result 
that shelves are cleared for the fall 
stock of goods. 

Fall: showings are beginning to be 
made, and indications are that patent 
leathers will be good sellers this fall, 
with ‘bright-colored kids, particularly 
reds and blues. Several new colors 
have been introduced this fall, among 
them mahogany red, and everyone is 
looking forward to a good fall season. 


Barber with Lape & Adler 


Co.tumBus, On10.—H. F. Barber has 
been appointed sales representative of 
the Lape & Adler McKay and Foot- 
Friend line of shoes for Kansas, Mis- 
souri, Colorado and New Mexico, with 
the exception of the cities of St. Louis, 
Kansas City, Colorado Springs and 
Denver. 





Clearance Sales Bring 
Brisk July Business 


CINCINNATI, OHIO.—Some of the 
local shoe stores ran clearance sales 
during the last week of July and the 
first week of August, and shelves are 
being cleaned up for the new stock of 
fall shoes that will arrive soon. Every- 
thing offered at these sales is moving, 
and retail merchants report business for 
July to have been much better than 
that for the same month of last year. 

Whites continue active and colors 
are selling fairly well. A combination 
semi-sport oxford of grained calf and 
kid is very popular with one of the 
shops retailing lesser priced footwear, 
while black and white and tan and 
brown combinations are the best sport 
shoe movers in the $12 to $15 grade. 

Practically- all shoe merchants have 
bought pretty heavily of black, and 
some of them are counting on the 
darker shades of tan and brown to 
bring in a good share of fall business. 
Black patent is being played as the 
favorite, with black kid, black reptile 
and black satin following. The brown 
family will be represented largely by 
suéde, kid, calf and reptile. 

Heels, it seems, are down and will 
stay down. A very large percentage 
of shoes being sold at present are with 
16/8 or lower heel. The Spanish type 
seems to be most popular right now, 
but Cuban is expected to lead all others 
before winter. 


Veteran Shoe Merchant 
Dies in Iowa City 


Iowa CiTy, Iowa.—Marcus Morton 
Stewart, aged 82, shoe merchant in 
Iowa City for the last 43 years, died 
at his home here recently. Death came 
as the result of complications follow- 
ing a fall in which his hip was frac- 
tured. 

Following the business trend set by 
his father, Mr. Stewart opened a retail 
shoe store in Tipton, Iowa, in 1870. 
After eight years there, he became 
traveling representative for a whole- 
sale shoe firm. Coming to Iowa City 
in 1885, he started a shoe store in al- 
most the same location as the present 
shoe store now stands. Later he took 
his son, W. Hal Stewart, into partner- 
ship with him, the firm name becoming 
Stewart & Son. 

For many years Mr. Stewart has 
been a familiar figure in Iowa City 
life. His devotion to his business in- 
terests, bringing him down daily to the 
store even after failing health, made 
trips down town difficult for him. Be- 
sides his wife, Mr. Stewart is survived 
by one son, W. Hal Stewart. The lat- 
ter is well known through his shoe as- 
sociation activities. 
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Meeting Seating Problems 
for a Half Century 


Has given us the answer to your Profit Problem 


A half century of seating service to theatres, 
schools and churchesstands behind “American” 
claim to seating superiority. The same organi- 
zation, seating experts and master craftsmen 
have given their specialized knowledge to 
meeting shoe store seating problems. Resources 
and research have been applied tomake Amer- 
ican Interlocking Shoe Store Chairs a 
vital business building factor in your store. 
The discriminating shopper seeks out 
the store that reflects distinction. 
Where equipment is in harmony with 
better taste .. ; 


smartness to your store. Bring in more and 
better trade. Build confidence in your values 
and management. Make your store the pre- 
ferred place to buy shoes. 


FREE SERVICE AND BOOK 


Our engineers and draftsmen have suggested 
novel seating arrangements for thou- 
sands of shoe stores from coast to coast. 
Their experience is yours without obli- 
gation. Write our Shoe Store Service De- 
partment for seating ideas. Our helpful 


and shopping is made “New Stylesin 32-page book, “New Styles in Shop 


pleasant. “American” Chairs, beautiful F. mn: Al Seating”, also free to interested owners 
in finish and design, add this touch of themodemshoestore and managers. Write for a copy today. 


American Seating Company — 


1016 Lytton Building 


Chicago, Illinois 


Breach Offices 
New York: R-601-119 W. 40th St. 


; ANC Boston: R. 302-69 Canal St 
ig ae Oe TT 


Philadelphia: R. 703-1211 Chestnut St. 
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William J. Burke Dies 


PorTSMOUTH, OHIO (UTPS).—Will- 

‘iam J. Burke, president of the Vulcan 
>) Last Corporation, operating eleven last 
> and wood heel plants in the section east 
) of the Mississippi River, died suddenly 
") Friday evening, July 27, from angina 
pectoris. He was born in 1881 in Ba- 
tavia, N. Y., and after being graduated 
from Niagara University came _ to 
Portsmouth and became associated with 
the partnership of Lloyd-Adams in the 
manufacture of shoes. When that con- 
cern was dissolved he built up a busi- 
> ness which employed more than 10,000 
> people in the factories and timber op- 
erations and made about 35 per cent of 
all lasts and wood heels used in this 
: Recently the company took 
on the manufacture of golf clubs. 


Irwin Co. to Operate 
Own Shoe Department 


CINCINNATI, OHIO.—The Irwin Com- 
pany will operate its own shoe depart- 
ment after Sept. 1, company officials 
have announced. The Kline Company, 
which has been operating the depart- 
ment for several years, is closing out 
and will move when the lease expires 
the latter part of August. E. 
Morisse will continue to manage the 
department. 





Newark Men on Tour 


Houston, Tex. (UTPS).—Fred. H. 
Robbins, Baltimore, Md., director of 
sales for the chain of Newark Shoe 
Stores, and H. M. Reeves, Memphis, 
Tenn., supervisor for the stores, re- 
cently were in Houston visiting local 
stores. These two shoe men are mak- 
ing a tour of the Southeast survey- 
ing business conditions in the various 
cities where their stores are located. 
Mr. Robbins says that he is very much 
pleased with business conditions and 
prospects for business for the Houston 
stores. He says that sales have been 
good in this territory. 


Men’s Store Reorganized 
LOGAN, OHIO (UTPS).—Brown Bros., 


Logan, has been reorganized by the 
purchase of the interests of Rudolph 
and Paul Brown, by their aunt, Mrs. 
Lucy Brown. The concern will be con- 
tinued under the same name, with 
Frank G. Brown as manager. The 
store was started by Rudolph and 
Frank Brown 43 years ago and has 
had three different locations in East 
Main St. The founders died and the 
business was taken over by Rudolph, 
Jr., and Paul Brown and Mrs. Lucy 
Brown, the widow of Frank Brown. 
The store handles a complete line of 
men’s and boys’ footwear. 


3 = 
Slipper Company Sold 


St. PauL, Minn. (UTPS).—The 
North Star Slipper Co. machinery, 
stock and good will has been sold to 
the Freeman Thompson Shoe Co. The 
company has moved this equipment and 
that of its own former factory to its 
new place of business in the Lindeke 
building. Boudoir, satin, felt and leather 
slippers are to be turned out. The 
company manufactures the Masterfelts 
line, 4000 pairs a day, and distributes 
in the Northwest the Walton shoe for 
boys and girls. 





More Price, 
Greater Service 


MIAMI, FLA.—Leon Wolf, salesman 
| at Wolf’s Shoe Store, selling shoes at 
jfrom $3 to $6, reports that he has 
found it profitable to serve two or 
| three customers at the same time, but 
| he adds: This question has two an- 
|swers. If I were selling shoes between 
| $10 and $15, I would not leave a cus- 
tomer to wait on another at the same 
time, as every salesman knows that 
customers willing to spend a _ higher 
price for shoes wish to be fitted cor- 
| rectly and require the full time of the 
| salesman. 


| large clothing and men’s shoe store in | 


International Chicago Men Get together 


 gmon ILL.—Salesman and em- 
ployees of the International Chi- 
cago Shoe Company gathered at the 
Palmer House for a big banquet fol- 


lowing a sales convention. Addresses 
were made by Frank C. Rand, presi- 
dent of the International Shoe Com- 
pany, and by W. B. Hatcher, general 
manager of the Chicago company. R. 
E. Clark acted as toastmaster, and 
among the honor guests was Joseph 
Pietzuch. 


The sales force of the International 
Chicago company now numbers 42 men, 
several new ones having been added. 
Included among the new members of 
the sales staff are B. Bloom, R. F. 
Elias, J. Wurmser, E. C. Armstrong, 
J. R. Babb, H. H. Baird, Max Beliavsky, 
C. S. Buck, H. M. Carlsen, R. W. Hall, 
W. D James, L. F. Kious, M. Meckler, 
W. M. Pate, H. Clay Smith, Ed Stern, 
R. S. Tharp, Jack Walbenstein, Jack T. 
Zimmer and §S. J. Simpson. 


Among the older members of the 
staff in point of service are Henry Ax- 
man, Carl Greenfield, M. C. Mollers, W. 
J. Williams, George L. Anderson, T. E. 
Bronaugh, H. E. Clark, P. E. Cooley, 
Lewis H. Duke, A. F. Engelbach, L. P. 
Gray, H. E. Griffiths, A. Jacobson, A. R. 
Karman, V. N. Koenig, E. C. Morgan, 
V. C. Olson, Ed Pankau, R. P. Pogge- 
mann, Emmet Schuler, C. L. Stone and 
H. T. Wachsmuth. 
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Show 


‘For want of a horseshoe nail 
the battle was lost.” For 
want of “IT” in show cards 
the costly equipment of many 
a window has fallen short of 
its full effectiveness. The 
show card is the voice of the 
window. A voice with pleas- 
ing tones is best. Its function 


is to clinch sales. To better 
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Annual Card Service is ex- 
clusive for one merchant in 
an average size town, suburb 
or metropolitan shopping 
center. 









































Cards 7x11 inches. Card holder base, 10% inches. 


SERVICE No. 1 SERVICE No. 1B 


10 cards 


8 cards 
$ 00 2 Art Card holders as $ 00 4 card holders, burnished 
above, bluemottled  bur- gold or silver, with store 
nished gold or silver trim, name, if desired. 










per month with store name, if desired, per month 100 blank price tickets. 
($48.00 per year) _— felt lined bottoms. ($60.00 per year) 
Extra Card Holders by Special Arrangement 
S No. 1 with 1- Same as No. 1B with 
SERVICE No. 1-A saiiae quel om ‘chun. SERVICE No. 1-C prices printed on tickets. 
12 each of any 6 prices. $4.50 per month. ($54.00 12 each of any 6 prices. $5.50 per month. . ($66.00 
the year.) the year.) Pais 
NOTE—Art Card Holders as illustrated above furnished with A Mese 
Service—No. 1, 1-A, 1-B, 1-C Specially desi¢ned 
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SERVICE No. 2 a Weish 
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$ OO Arceret ait 2. ort * 
4 art easel bases, gold or silver, with store initial. es 
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per month 100 blank price tickets. 
($48.00 the year) 


SERVICE No. 2-A 


Same as No. 2 with prices printed on tickets. 12 each of any 
6 prices. $4.50 per month.. ($54.00 the year.) 


NOTE—ART EASELS, as shown at right, with Service No. 2 
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For your show cards is to better call them. And price tickets 
aod your business. may be had with printed 
any The Recorder Show Card prices if desired, at slight 
t of Service keeps pace with the extra cost. Recorder Show 
The modern merchandising trend Card Service is second to 
dhe each month. We offeranew none. Cards each month 
—_ and better type of card, with are of different design, with 
deo new and better holders— blank price tickets to har- 
ee "1929 models” you might monize. 
4 Two Color 
Single Show Cards ey 
ex- 
rinte rice ickets 
in oo 
arb /) Vogue ays: (Shown above in actual size) 
ing | e Each 
| ite Any prices wanted 
| Footwear p d $1 to $22.50 
| ostage prepal 6-doz. assorted $1.10 
ent | Immediate delive 
| ry = 
to 
- 12 each of 6 different prices 
| NOTE—Orders not accepted in 85c 
| towns to which we deliver our == 
| full year (monthly) service. 12 of one price, 15¢ 
; Cash or stamps with order 
Select any of these subjects by number 
ore me 3 Seetten yee a 
a ? a. = 9 wae shades COUPON 
No. 5 Pn A Xo. i Business bull glk BOOT & SHOE RECORDER, 
No. 6 Oxfords No. 7 Fitting 189 W. Madison St., Chicago, IIl. 
ith Please enter our order for the Recorder “Selling Mes- 
ets. sages” card service No. for one year, consisting 
00 of cards each month, and 4 polychrome art easels 





or — art card holders, with the first month's service, 
beginning with cards for August, for which we will pay 
$—————- per year, payable $ per month. 





“Proof of the Puddin’” 


From a Pennsylvania merchant: 





Option for cash in advance full year’s service:— 
Recorder Stock Record Book, or 5% discount. 

“Just received your June service and beg to 
say that these are the prettiest cards I ever 
saw. I am well pleased with the service and 
the way the cards are made up and have had 
a lot of people comment on the pretty window 
displays. There is only one secret, the cards.” 


We sell Men's, Women's, Children’s shoes, buckles and 
hosiery. (Cross out lines not carried.) 


We prefer:—Card holders, or art easels (gold) (silver). 
Place following initials on easels (not more than two) 
Store name on card holders.............-. 


Printed Price Tickets:— 


MERCHANTS SERVICE DEPT. 


$— s———- s—— s— s— 8s— 8— F— 
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NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 


Bg. W. COOK, President 


Syracuse; N. Y., U. 8. A. 
MEN’S FINE SHOES EXCLUSIVELY 








Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 
SHOES 
Brockton, Mass. 











7 & Brennan Co., Randolph, Mass. 
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50 STYLES IN STOCK 


BMERSON SHOE MFG. CO. 
ROCKLAND, MASS. 


WRITE TODAY FOR CATALOGUE 
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Tanners Unite 
in Co-Operative 
Selling Group 


Five Almost Non-Competing 
Firms Organize Tanning 
Crafts, Inc. 


New York City.—A group of five of 
the largest American tanners are un- 
dertaking a cooperative merchandising 
plan and have organized for the opera- 
tion of their ideas Tanning Crafts, Inc., 
which is to be the central body. The 
member tanners, all of whom are non- 
competitive excepting in a very slight 
degree, include: 

Griess Pfleger Tanning Company of 
Boston, New York and Cincinnati; 

Graton & Knight Company of Wor- 
cester, New York and Boston; 

Helburn-Thompson Company of Sa- 
lem, Gloversville and New York; 

Radel Leather Company of Newark; 

Keysone Leather Company (which is 
affiliated with the Bristol Patent 
Leather Company) of Camden, Bristol, 
Philadelphia and Boston. 

This group in its various lines pro- 
duce practically every type of leather 
that is used throughout the world. 
Griess Pfleger Tanning Company pro- 
duce suede, calf, embossed fancy leath- 
ers, patent sides and patent calf side 
leather, etc.; Graton & Knight Com- 
pany produce Spartan soles, belt leather 
and leather craft products; Helburn- 
Thompson Company produce sheep, 
glove leather, clothing leather and 
fancy leather for bags and other 
trades; Radel Leather Company pro- 
duce. upholstery leathers; and Keystone 
Leather Company produce glaced kid; 
Perlustre kid and, with its affiliations, 
sterling patent colt, sterling patent kid 
and genuine reptiles. 

The tentative organization of its 
plans have been going on for several 
months, and various details are already 
being worked out. They have already 
engaged a stylist for the entlre group, 
Miss Ruth Taylor of New York, who 
has had a varied and competent ex- 
perience in the style field, both in New 
York and in Europe. She has styled 
the shoes of leading shoe manufactur- 
ers, and at various times has been ed- 
itor of one fashion paper and managing 
editor of another. 

This cooperative merchandising ac- 
tivity is an entirely new development 
in the tanning industry, and an asso- 
ciation of these five leading tanners 
serving all of the manufacturing fields 
that utilize leather cannot but be of 
assistance to its various members. 

More complete details as to plans will 
be available shortly. 





| Rickard Shoe Merges 


with I, Miller & Sons 


HAVERHILL, Mass.—The merger of 
the Rickard Shoe Co., this city, with 
the I. Miller & Sons, Inc., New York 
City, announced this week from New 
York, constitutes one of the most im- 
portant developments of recent months 
in the local shoe industry. The amai- 
gamation of these two outstanding or- 
ganizations, identified with the produc- 
tion of women’s high grade turn foot- 
wear, brings into existence one of the 
strongest manufacturing combinations: 
known to the women’s shoe trade. 

Edward M. Rickard, the senior mem- 
ber and founder of the Rickard Shoe Co., 
becomes vice-president and a directo: 
of the I. Miller organization, and will 
have full charge of the Miller manufac- 
turing activities in New England 
Henry C. Rickard has been named as 
assistant to his father in the direction 
of the Miller interests. Joachim D. 
Rickard, who has been secretary-treas 
urer and sales manager of the loca! 
company, retires to give his entire at- 
tention to foreign activities with which 
he has maintained continuous connec- 
tions during his local affiliations. 

The local factories of the Rickard 
company, which now come under the 
control of the Miller interests, will be 
given over exclusively to the manufac- 
ture of a strong line of women’s turn 
shoes to retail at $10. The local busi- 
ness will be continued without any 
drastic change in the executive per- 
sonnel. It has not yet been determined 
under .what name the local factories 
will operate. Negotiations are under 
way whereby the local plants will be 
united under one roof to effect factor) 
economies. 


F. E. Adams Making 


New Process Turn Shoe 


NEWBURYPORT, Mass.—The F. E. 
Adams Shoe Co., this.city, is introduc- 
ing a new process turn shoe to the 
trade, known as the “Palco.” The new 
shoe has met with enthusiastic recep- 
tion and may revolutionize the manu- 
facture of women’s high grade turn 
footwear. All patent rights are held 
by the Adams company, but arrange- 
ments are being made for letting out 
the process at royalty. 

The shoe in reality is a combination 
turn and McKay, combining the ad- 
vantages of both. The forepart is a 
turn and the hindpart a McKay. Flex- 
ibility of sole and snugness of heel are 
claimed as its advantages. The trade 
name, “Palco,” is drawn from the 
names of the executives of the Adam's 
firm responsible for the conception of 
the new shoe, Messrs. Perkins, Adams 
and Locke. 
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Full Time Production 


in Haverhill Factories 


HAVERHILL, MAss.—F ull-time produc- 
tion is enjoyed by all factories in the 
local industry, with orders acknowl- 
edged for several weeks in advance. 
More cutters are at work than at any 
period in recent seasons. The “spotty” 
condition of other seasons has almost 
completely disappeared, the activity 
seemingly being general. Delays in re- 
ceipt of patterns and raw materials are 
the only obstacles to steady production. 

Blacks and browns are moving in 
about equal prominence through the 
local factories. Brown suede, brown 
ooze calf, and black patent, black suede, 
and kid are demanded for the fall and 
winter shoes. Black patent, however, 
is being cut in the greatest volume, and 
the blacks will creep up on the browns 
as the season advances. Satins and 
velvets are seen in nearly every fac- 
tory, but constitute but a limited part 
of the output. Colored kid, too, is 
prominent in some factories, as is col- 
ored suede. The colored suede is being 
used in high grade evening slippers to 
match evening gowns. 

Narrow straps are showing strongly 
among the multiple strap patterns. 
Step-ins, oxfords, and pumps all reveal 
smartness and daintiness, but are sim- 
pler in design than for several seasons. 





H. C. Godman Stock 
Offered to the Public 


CoLuMBUs, OHIO (UTPS)—The H. 
C. Godman Co., operating eleven shoe 
manufacturing units in Columbus and 
Lancaster, has offered to the public, 
through Cleveland and Columbus brok- 
ers, 34,400 shares of the common, no 
par stock of the company at $56.50 per 
share. This is the first offering that 
the company has ever made to the pub- 
lic of its stock or other securities. The 
issue consists of the shares recently 
purchased by the company from certain 
inactive interests. 

According to the company’s state- 
ment, the total authorized stock con- 
sists of $300,000 first preferred 5 per 
cent cumulative; $3,835,950 of second 
preferred 7 per cent cumulative; and 
300,000 shares of no par common. 
Earnings in 1927 totaled $1,200,249.84, 
which was $7.15 on the common stock. 
Based on the earnings for the first six 
months of 1928, the earnings are esti- 
mated at approximately $1,000,000. 

The company owns the plants in Co- 
lumbus and Lancaster and the admin- 
istration building on North Fourth St., 
Columbus. 


New Brooklyn Manager 


St. Paut, Minn. (UTPS).—Walter 
Peterson, one of the veteran Twin 
Cities shoe retail store operators and 
managers, has gone to Brooklyn to 
manage the shoe department of Doug- 
las & Loscher. He has for four years 
been manager of the shoe department 
of the Golden Rule. Previous to that, 
he had been with C. M. Stendal in Min- 
neapolis and had operated a store of 
his own in the Bremer Arcade here. 








Annual Barbecue to Be 
Held by McDaniel 


OPELIKA, ALA.— 
Gordon McDaniel 
extends a cordial 
invitation to every 
shoe man in the 
United States to 
attend his annual 
barbecue at Con- 
stant Comfort, on 
Marvyn Lake, Ope- 
lika, Ala. The date 





is Aug. 30. 

Mr. McDaniel is 
district manager 
and salesman in 


the southeastern 
territory for the 
Ault-Williamson Shoe Company, mak- 
ers of Constant Comfort and Constant 
Style Shoes. His barbecue, which has 
been an annual event for a number of 


Gordon McDaniel 


years, grows more popular as its fame | 


is spread by all who have enjoyed Mr. 
McDaniel’s hospitality. 

Last year 195 shoe men, many from 
places far distant from Opelika, jour- 
neyed to Constant Comfort for the 
barbecue. Constant Comfort is Mr. 
McDaniel’s summer home. The house 
stands on a peninsula which runs out 
into beautiful 
reached by an artistic foot bridge 500 
feet long. The feast is served out of 
doors, spread upon long tables under 
cool pine trees. Mr. McDaniel always 
has some original entertainment 
planned to amuse his guests after they 


have finished with the Brunswick stew, | 


barbecued pig and other typically 


southern dishes. 


Lynn Establishes New 


Records for Volume 


LYNN, MASss.—Volume of business 
continues good here, with the shops 
making more shoes than for many a 
season. Indeed, business is so good 
that some shoemakers have even for- 
gotten to insist on a tariff to protect 
the women’s shoe industry. 

Manufacturers are merchandising 
more aggressively. Buyers are order- 
ing more actively. The theory is 
stronger that the weather man has 
helped out a lot. 

Buyers have a new power in dic- 
tating grades and styles, and the con- 
sequence is that Lynn is making a 
greater variety of shoes than ever. 


Leather, as used in Lynn shoes, costs | 


anywhere from under 30 cents to $3 
a foot. This gives some idea of the 
wide spreads of grades. Yet the price 
of leather does not necessarily deter- 
mine the selling price of the shoe, for 
one may find in the same grade (say 
shoes to retail at $5) leather at 30 


cents a foot and also leather at 50 | 


or 60 cents a foot. 
Incidentally, some tanners are hold- 
ing down their production with the 
hove of breaking the hide market. 
With hides high and leather low, there 
is not an ordinary margin of profit in 
the production of leather. More fab- 
rics are being cut in Lynn shops this 
year than in any former year, and this 
use of fabrics tends to keep down 
leather prices. 
Suéde calf continues to run strong 


Marvyn Lake, and is | 
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Slipper Supplies 
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POMPOMS AND ROSETTES 
The right merchandise at the ri; price. 


sent on fr 
E SLIPPER SUPPLY CoO. 


HY-G 
693 New York City 


Broadway 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 
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PARISTYLE FOOTWEAR MFG. CO., INC. 
Factory and esrooms 
40-46 West 25th St., New York Ci 
HIGH GRADE TURN MULES and D’ORSAYS 
Satins, Kids, Brocades and Fancy Patterns 


$27.00 per doz. and up 
H] 
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Two Strap Sandal 


“Hand Turned” 
In Stock 

C to E—2,-9 

No. 3-2 at $2.35 

MORAN-HERMANN- 
MeMANUS, INC. 
Auburn, Maine 
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WHERE TO BUY 
Ballet Slippers 








BROOKS’ BALLET 
SLIPPERS 


IN STOCK 





Made on 
Right and 
Left Lasts 
No. 600—Black Kid 
Women’s Misses’ Childs’ 
$1.45 $1.40 $1.35 


White Kid—30c. extra 


BROOKS SHOE MFG. COMPANY 
1725 No. Gth St., Philadelphia, Pa. 
Westees aes Branch 


So. Hill 
Bang y 4B... Calif. 








Sum 
eALLeTS 

Rights and Lefts 
Two Grades 


Wos. Miss. Chi. 
$1.50 $1.45 $1.40 
1.85 1.30 1.25 


In Stock 







wh. 
SUMNER 
SMITH 





325 West Monroe Chicago, Ml 








Stock Black Bal- 
let Slippers 


i pr. 
Guilds’ $30 pr. 
oaes “ SS, INC. 


ana Youu, N. Y¥. 














BALLET mpi IN STOCK 
f the unusual kind 
e102 Bik. Kid Hand Tura 
Soft T 
Child's A a 1161.35 
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HERDER, Ine. 
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septa & weer ‘SHOE 4 
124 N. rast, Philadelphia 














WHERE TO BUY 
Slipper Quilting 











For good workmans 
quickest service see 
FENKART & arty INC. 
815 22nd Street » N. J. 


in blacks, browns and some blues. 
Patent is not quite so strong. Suédes, 
velvets and new art fabrics are cut- 
—— into it, and so are reptiles. Some 
snakeskins that arrived in Lynn the 
other day were stretched across the 
floor of the cutting room, which shows 
that the crawling monsters were at 
least 25 feet in length. 

Step-ins with buckles on them are 
recommended for early Fall. A newer 
version is the crystal trim, a style from 
the jewelry trade. Some of these orna- 
ments are as clear as crystal. Others 
are in colors. Big buckles have ap- 
peared on new sample boots. Simple 
opera pumps are not out of the pic- 
ture. Any newly contrived strap gets 
a place up front. Every time a buyer 
says that straps are dead, a design 
bobs up with a new one that is a 
winner. 

Fall shoes are a bit plumper of 
leather, but they continue to look light, 
for the seams of uppers are pressed 
firm and fine, while the edges of soles 
are trimmed close, and are rolled snug 
up to the side walls of shoes. In the 
making of fine shoes, a lot of extra 
operations are now performed, so as 
to refine the style shape of the shoes, 
which is a point of style quite as im- 
portant as the color of the upper or 
the line of the pattern, though not 
quite so obvious. 


More Demand for Shoes 
for Heavyweight Women 


LYNN, Mass.—Bender Shoe Company 
makes shoes for heavyweight women, 
or those who weigh 160 pounds or more, 
and as it is increasing its production, 
it may be presumed that there are more 
women of heavy weight despite the fad 
of dieting to reduce. 

As this type of shoe has to bear an 
extra amount of pavement pounding, 
it has an extra stout bottom, even of 
men’s weight sole leather. And to 
make sure it will hold together, it is 
sewn with extra strong thread. But 
that isn’t the whole of the art. They 
trim the edges close and pound them 
up with flat-face hammers, so that they 
will look edge light and thin. Some 
of the shoemakers pound with such 
force that they suffer “shoemaker’s 
knee,” an almost forgotten trade ail- 
ment. 





George E. Noyes Dead 


LYNN, MAss.—George E. Noyes, at 
one time treasurer of the A. E. Little 
& Co., Lynn shoe manufactures, died 
recently, aged 90 years. He was active 
in the shoe industry up to a year or so 
ago. Mr. Noyes’ death recalls the cele- 
brated “Sorosis” suit. A. E. Little & 
Co. produced and advertised “Sorosis” 
shoes nearly 30 years ago. The Sorosis 
Club of New York, a pioneer in the 
women’s club movement, claimed that 
the shoe firm had no right to use the 
name and sued it for damages. The 
ease brought wide publicity, and a 
storm of. protest went up from the 
women’s clubs. The shoe firm won, and 


in the course of time the case faded 























Modern Skyscraper Is 
Planned by U. 


S. M. C. 





Boston, Mass.—Taking advantage 
of a new law governing the height 
of buildings, the United Shoe Ma- 
chinery Corporation architects have 
completely revised plans for the cor- 
poration’s new home to be built on 
Federal Street, near High Street, this 
city. The new building, as planned, 
will be 24 stories in height, the first 
break, or setback, occurring at the 
11th floor level, with other setbacks 
at the 12th, 16th, 21st, 23rd, and 24th 
floors. 


A. J. Sweet Company 
Shows Good Increase 


Ni IW 





Branch of U. S. Shoe Co. 





Breaking Records on Turn 
Footwear 


AUBURN, ME.—Since the United States 
Shoe Co. took over the old Lunn & 
Sweet plant on Aug. 8, 1927, the busi- 
ness conditions of the company have 
been on a decided upward trend. At 
present the concern is producing more 
turn shoes than any other factory in 
the United States. Their production 
of more than 7000 pairs of shoes daily 
is the largest in the history of the com- 
pany. The Sally Sweet and Olde Tyme 
Comfort styles of shoes have shown 
also a good increase, and now more 
_ 5000 pairs are turned out every 
ay. 
Just at present there are about 1200 
people employed there, and every indi- 
cation points to an increase of this 
number within a short time. 
The company turns toward its 26th 
year in the best condition in years and, 
in the words of E. W. Morphy, a di- 
rector of the company, “With every in- 
dication that we are going to be 
stronger than.ever.” 
This concern was first incorporated 
in the city of Auburn on July 9, 1:03, 
under the name of the Auburn | ynn 
Shoe Co. William R. Lynn was its 
first president and Ralph M. Lunn was 
the treasurer. On September 22 the 
concern changed its name to the Lunn- 
Lynn Shoe Co., which it remained until 
becoming the Lunn and Sweet factory 





from the active records of the trade. 





and then the A. J. Sweet Co. 
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Semi-Annual Market 
Week Planned by St. Paul 


St. PauL, MINN. (UTPS)—The St. 
Paul shoe manufacturing companies are 
to have a strong part in the semi- 
annual market week celebrated in the 
Twin Cities August 6-11. The National 
Merchants Association will have simul- 
taneous dates for its convention. W. F. 
Enright, a leading shoe representative, 
is to speak at 2 p. m., August 8, at the 
convention, on “Proper Merchandising 
of the Footwear Department.” 

The shoe manufacturers will call 
market week “Footwear Week,” and 
will have market week specials that can 
be purchased only by personal visit to 
the combined sample rooms in the Got- 
zian building, Fifth and Wacouta 
streets. The specials are so special that 
average purchases will more than pay 
the expense of the trip of a merchant 
buyer to the market. 

Manufacturers joining in the shoe 
week special are the O’Donnell Shoe 
Co., C. Gotzian & Co., Foot, Schulze & 
Co., Freeman-Thompson Shoe Co. Good- 
year Indian Rubber Selling Co. and the 
Saint Paul Rubber Co. are to display 
their merchandise at the same time. 


To Make Children’s Welts 


STILLWATER, MINN. (UTPS).—The 
O’Donnell Shoe Corp. has equipped its 
recently purchased shoe factory here 
to make children’s, misses’ and growing 
girls’ Goodyear welt shoes. 


son will have charge of the Stillwater 
unit. This is a new line of manufac- 
ture in Twin City territory. 


J. Gilker- | 





Big Volume Booked by 
Cincinnati Factories 





Big Preponderance of Black in Early 
Fall Orders 


CINCINNATI, OHI0O.—Local business 
in general has shown a marked im- 
provement during the past thirty days, 
due in part to the full-time production 
schedule attained by a dozen or more 
shoe factories in this section. A fine 
volume of orders have been received 
for Fall delivery, and a few manufac- 
turers who have not called their men 
in off the road report orders to be 
holding up well. 

Orders that were booked early were 
75 per cent black in some cases. This 
percentage seems to be dropping off a 
little with orders coming in at present. 
Black patent continues strong and 
black mat kid and calf are being fa- 
vored. Reptile is reported fair and 
there is an increasing demand for 
black suede. Some factories are mak- 
ing up quite a few black satins and 
bookings show that black velvet has 
been bought very light. 

Tan and brown are fairly good, es- 
pecially in the new shades. Dark blue 
kid has been bought in fairly good vol- 
ume and light colored kid and calf are 
in conservative demand. 

Practically all strap patterns are 
taking well with the trade and lots of 
business has been booked for novelty 
ties. Opera pumps and step-ins con- 
tinue to be favored and merchants 
seem to take to shoes with pipings and 
trims better than they have for some 
time. Very few orders coming in cal! 
for shoes with heels higher than 18/8 
and a very large percentage specify 
cuban heels. 














Another Flying Shoeman 


The modern note in transportation was accented at the recent conven- 




















tion of the Illinois Shoe Retailers’ Association held at Peoria, IIl., 
when Evan Morris, secretary of Morris Brothers Shoe Company, 


makers of men’s shoes, at Quincy, IIl., 


flew from Morris to Peoria 


to attend the Tuesday session of the convention, and extended a 
generous invitation to many at the Peoria gathering to take a trial 
spin in the air. Mr. Morris’ pilot, Charles Quinn, operating a Travel 
airplane equipped with a Wright whirlwind motor similar to the 
equipment in several of the machines which have successfully nego- 
tiated the Atlantic, bore the Quincy manufacturer to Peoria in 55 


minutes, negotiating a distance of 110 miles by air. 
the roads the distance is 150 miles. 


By motor over 
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WHERE TO BUY 


Women’s Novelties 








If you want to 
see good shoes 
cheap, write for 
circular! 





Samuel Cohen 
Shoe Co, 











Latest Styles at 
Popular Prices 
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WHERE TO BUY 
Children’s Shoes 
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“FEF LAM’? 


Flexible Turn Shoes 
For the Jobbing Trade Exclusively 


F. S. ELAM SHOE co. 


ROCHESTER, N. 
Boston Office: Statler "Bids. “Room 632 

















WHERE TO BUY 
Standard Shoe Materials 


est Virginia 


Makes a satisfactory, 
long-wearing, economical counter. 
Pulp Product Department 
WestVirginia Pulp& Paper Company 
Detroit New York Chicago 

























The One 
Waterproof 





CREESE & COOK CO. 








Tanneries at Danverspert, 95 South St., Besten, Mase. 
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WHERE TO BUY 
Shoe Buckles &@ Fabrics 
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F. M. Hoyt Official 
Made Brigadier General 


MANCHESTER, N. H.—Col. J. D. 
Murphy, treasurer and general man- 
ager of the F. M. Hoyt Shoe Company 
of Manchester, N. H., was recently pro- 
moted to brigadier general, undoubt- 
edly making his one of the youngest 
generals in the United States. General 
Murphy commands the 52nd Infantry 
Brigade of the 26th Division. During 
the World War, General Murphy was 
lieutenant colonel of this same division. 

General Murphy came to the F. M. 
Hoyt Shoe Company about a year ago 
as general manager, but in that short 
time it has become one of the outstand- 
ing companies in the popular-priced 
field. Both the men’s and women’s fac- 
tories are operating at capacity. About 
two weeks ago it was necessary to wire 
the salesmen that the factory was 
booked up for two months. 
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Whitman Will Cover 
Territory by Aeroplane 


BrockTon, Mass.—An innovation in 
shoe salesmanship will be inaugurated 
in a few months when Richard P. Whit- 
man, director of sales for the Field 
Bros. Shoe Co., will cover the prin- 
cipal big cities of the country, show- 
ing his wares by plane. Mr. Whit- 
man is a director of the Brockton air- 
port, which now owns four planes, and 
he is one of the student fliers there. 
As soon as he obtains his flying license 
he will familiarize himself with a ship 
which the company he represents al- 
ready has ordered, and will make his 
monthly calls. 


New Hosiery Store Opens 


ATLANTA, Ga. (UTPS).— The Mi- 
Style Hosiery Company, which for sev- 
eral months has operated a shop at 59 
Whitehall St., S. W., has opened a sec- 
ond Mi-Style shop on Peachtree St., di- 
rectly across from the Candler build- 
ing. The second shop, which is at 136 
Peachtree St., is near the new shopping 
district of the city and is attractively 
decorated. 





Houston Store Closed 


Houston, Tex. (UTPS).—The Van- 
ity shoe store of Houston has been 
closed for business for the past two 
wee No announcements as to the 
dis: ~ ition of the stock have been made 
public. 


Milwaukee Shoe Mer- 
ger Abandoned 


During recent weeks several 
papers in the shoe trade have 
earried reports of preliminary 
steps taken by a half dozen Mil- 
waukee shoe manufacturers look- 
ing towards a merger of their 
interests. 

After according serious consid- 
eration to the advantages of such 
a move, the manufacturers con- 
cerned have definitely decided to 
abandon further steps and have 
authorized this publication to an- 
nounce that each of the several 
shoe organizations will continue 
their individual establishments 
and efforts as heretofore. 











Conditions Good in West, 
Says Nunn, Bush Official 


MILWAUKEE, WISs.—J. C. Johnson, 
sales manager of the Nunn, Bush & 
Weldon Shoe Co., returning from a 
business trip through the West, reports 
that, with very few exceptions, busi- 
ness conditions are excellent. 
Wonderful crops are in prospect, he 
found, in Minnesota, the Dakotas and 
Montana, and retail shoe merchants 
have been put in an optimistic mood by 
the volume of business received. 

In the Pacific Northwest similar con- 
ditions were noted, and while trade has 
been a bit off in San Francisco, never- 
theless conditions are improving. Los 
Angeles has harvested a record crop 
of tourists, the streets are crowded and 
the stores are doing a healthy business. 
Returning through Wyoming and 
then down into Nebraska, Mr. Johnson 
found unusually healthy conditions in 
the agricultural districts. In 1927, Ne- 
braska marketed a $90,000,000 wheat 
crop, and expects the 1928 crop to be 
even larger. Business men in Wyom- 
ing believe that trade will be much bet- 





ter this Fall. 





Runners in Glove Grips 


NortH ABINGTON, Mass.—Executives 
and employees of the M. N. Arnold 
Shoe Co. followed the Olympics with 
more than the usual interest last Sun- 
day because of the fact that four of 
the American runners, Clarence De- 
Mar, Whitey Michelson, Jimmy Heni- 
gan and Joie Ray, were fitted with 
Arnold Glove Grip shoes before they 
sailed for England. In practically al] 
of his races in the last five years De- 
Mar has run in Arnold Glove Grip 
shoes, and he has also worn the spe- 
cialty arch fitted shoes for street shoes. 


New Shoe Association 


LANSING, MIicH.—Under the guidance 
of Theron M. Sawyer, secretary and 
manager of the Merchants’ Association, 
a shoe division of the Lansing Shoe 
Merchants, has been formed. While 
the division is a part of the Merchants’ 
Association, it has its own officers, thus 
becoming a separate group, having the 
strength of the parent association be- 
hind it. Regular meetings are held the 
second Tuesday of each month, at which 
times pertinent subjects come up for 
discussion. 





Dobbins Factory Busy 


PuLaistow, N. H.—The George W. 
Dobbins Shoe Co. is one of the busiest 
firms in this vicinity and has enjoyed 
a steady run of business, beginning in 
the late spring. The local company 
makes women’s medium grade turns 
and has a daily capacity of 20 cases. 
Blacks are being featured in the line 
of Fall and Winter merchandise now 
coming through the factory. 





Frank Lloyd Dead 


CLEVELAND, OHIO.—Frank Lloyd, 53 
years of age, passed away at 6 a. m. 
Aug. 2. He had been connected with 
the shoe business in Ohio for over 
twenty-five years. 

He was originally with the Stone 
Shoe Company and for over twenty 
years had a chain of stores in many 
principal cities in the State of Ohio. 

Mr. Lloyd met with a very serious 
accident from the overturning of a bus 
on his way to Akron in 1926. Since 
then he had been unable to manage his 
stores, which he sold out at that time. 





Making Army Shoe Lasts 


BROCKTON, Mass.—The Mawhinney 
Last Co. plant in this city, a branch of 
the Vulcan Last Co. having factories In 
many sections of the country, has prac- 
tically completed arrangements for the 
manufacture of 25,000 pairs of Munson 
army shoe lasts for the United States 
government. Additional hands have 
been fut on, and the work is expected 
to keep the plant going for many weeks 
on full time. The company has just 
completed an order of U. S. marine 
lasts, and has manufactured more than 
80,000 lasts for the government in the 
past few years. 
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POSITIONS WANTED 
LINES WANTED 

ALL OTHERS 

ALL DISPLAY SPACE 





4c per word. Minimum Charge 75c. 
4c per word. Minimum Charge 75c. 
7c per word. Minimum Charge $1.25 


Five dollars per inch. Allow 45 words to an inch 


Classified and Opportunities Department 


RATES AND OTHER INFORMATION 


Copy must be received at the Boot and Shoe Recorder, 80 Federal Street, Boston, Mass., on 
Monday of the week of publication in order that advertisements be published same week. 
Otherwise insertion will be put over to the following week’s issue. 





When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desires replies forwarded direct to their address 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 


Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 

















SALESMEN WANTED 





SALESMEN WANTED 


SALESMEN WANTED 











with semi-monthly settlement. 


GOOD TERRITORIES OPEN 


A manufacturing house producing a striking well styled line and 
well known of stitchdowns and popular priced welts for children 
and carrying them in stock—and that means really ready for ship- 
ment—can place the line with a few good men—commission basis 
Address stating qualifications and 
territory covered—Address D-632 care Boot & Shoe Recorder, 
214 South 12th St., Philadelphia, Pa. 











Salesmen Wanted 


FOR MISSISSIPPI, TEXAS, 
MICHIGAN, IOWA, NEW 
YORK, MINNESOTA, WISCON- 
SIN, to carry as a side line the 
fastest line _ of IN-STOCK 
STYLED CORRECTIVE Mc- 
KAY ARCH SHOES priced at 
$2.85 and $3.85. Liberal commis- 
sion basis. Good opportunity for 
big earnings. When applying state 
exact territory you cover. 


Corrective Shoe Company 
14th & Washington Ave., St. Louis, Mo. 











ARE OPPORTUNITY—We are changing 

representatives in the following states in 
which we have established trade: Ohio, Ar- 
kansas, I T 





Want men to carry our line of In-Stock leather. 
house slippers as side line. Must live on 
territory and cover same close by auto. Give 
full pt IR me Bo in first letter. No drawing 
account. Weekly settlements against orders 
“= Twenty men now successfully sell- 
line. Easiest selling commodity in shoe 
ene coca. Maid-Rite Corp. (Manufacturers) 
5S York , Brooklyn, New York. 





WE have three more lines to be carried as 

a rages Stn a shee -y-~ A 
represents a ge num of desi of rhine- 
stone shoe buckles and a complete line of spats. 
ge must submit references sal their 
first Address D-589, ; and 
| eg ates 189 W. Madison "St., “a. 





TAS. Onichome Middle West, Mountain 
side See Turn Meret Steps all fg y 
urn Fi teps all in s 
References first letter. Schuylkill Shoe Com- 

pany, Orwigsburg, Pa. 





SALESMEN wanted for fast selling line of 
infants’ and children’s Turns and Welt 
shoes. Main or Side line. State references and 
territory covered in first letter. Address D-618, 

care Boot and Shoe pee, 239 West 39th 
St. New York, N. 


New York State. 


Experienced Salesman Wanted: 
Baltimore, Washington, Virginia, West Vir- 
ginia and Ohio territories open. Must have 
established trade; commission basis. In 
stock line; Women’s novelties, McKays 
and Welts. State references. 


MERCHANTS SHOE COMPANY 
57 Lincoln Street, Boston, Mass. 








WANTED 
Experienced salesman to handle on 
a commission basis, a line of Women‘s 
Welt Arch Supports comprising fifty 
styles carried in stock. 
Territory open—Detroit and vicinity. 


THE TILL SHOE COMPANY 
wego, New York 











LARGE Rubber Manufacturer in introducing 
new and popular line needs to add three ex- 
perienced rubber footwear salesmen. Inter- 
ested only in ful sal who can show 
consistent record of sales results and good pre- 
vious earnings. In reply please give particu- 
lars, previous experience, present connection 
and earning. Information held confidentially, 
of course. Address D-634, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 


ALESMEN WANTED: Real producers in 

the following territories:—Texas, Utah and 
Colorado, Nebraska, Kansas, Missouri, Illinois, 
Indiana, Eastern Pennsylvania, Ohio, Kentucky. 
We are manufacturers of one of the oldest 
lines of work shoes, dress oxfords and shoes— 
a real QUALITY line—BIG commissions paid 
to the right men—established territory—only 
live wires need apply. Address D-635, care 
Boot and Shoe Recorder, 189 West Madison 
St., Chicago, II]. 


SALESMAN WANTED for all of _ Brooklyn 
and Long Island. Apply to G. P. ore Co., 
Inc., 160 Duane Street, New York City, N. Y. 


RAVELING shoe salesman to carry a com- 

plete line of shoe ornaments as side line. 
One with large following in women’s novelty 
shoes. Liberal commission, excellent opportun- 
ity for the right party. All territories open. 
Send references with first letter. Address 
D-639, care Boot and Shoe Recorder, 80 Federal 
St., Boston, Mass. 














ALESMEN to represent women’s popular 

priced novelty line for immediate deliv: ry. 
Strictly commission basis for New York C 
Brooklyn and New Jersey territory. A; iy 
to Levy & Shatz, Inc., 157 Duane St., New 
York, N. Y. Tel. Whitehall 3476. 


WE have an opening in our salesrooms for 
*Y a high grade retail salesman where initia- 
tive and selling ability will earn for him a 
chance to represent us on an established terri- 
tory. Applicants should be twenty-five to 
thirty years old and have had at least a hich 
school education and four or five years of 
retail experience. Write, giving full details 
and two or three substantial references. Hurd 
Shoe Co., Utica, N 








LINE WANTED 


Se. MARRIED, HAVING CO\- 
ERED South past eight years selling Job- 
bers, Chain and Department Stores Slippers, 
Stitchdowns. Open for exclusive line any 
shoes. Good following. Also made few t: ips 
other sections. Address D-642, care Boot and 
Shoe Recorder, 239 W. 39th St., New York 
Cus, N.Y. 








WOMEN’S LINE WANTED 


Experienced salesman, covering department 
store, mail order, chain store and wholesale 
trade, is open for a line of women’s shoes 
to retail at $4 to $5. Has been connected 
with one firm for past fourteen years. Best 
of references furnished. 

Address D-620, care Boot and 
Shoe Recorder, 80 Federal St., 
Boston, Mass. 











G°ov line of work shoes wanted to carry in 

West Virginia. Address D-617, care Hoot 

= Shoe Recorder, 80 Federal St., Boston, 
ass. 


INES WANTED:—Am selling Women's 

Welt Arch line in Western Massachusetts 
and New York State. In connection would 
consider popular priced line of novelties in 
stock to cover same territory. Address [D-6; 
care Boot and Shoe Recorder, 80 Federal 5t., 
Boston, Mass. 


MANUFACTURERS: Do you want your 
Turns in Misses’, Children’s and_ Infants 
sold in connection with a line of Welts to 
large Chain Stores and Volume buyers. \\ust 
be priced right. Case lots only. Address 
D-638, care Boot and Shoe Recorder, 80 | ed- 
eral St., Boston, Mass. 











XPERIENCED salesman, _ single, co!!«se 
graduate, best references, desires to affiate 
immediately with women’s popular priced 


McKay Manufacturer for New England Stes. 
Nathan Levine, 5 Pearl St., Dorchester, «ss. 


FOR LEASE 


FOR LEASE: Shoe Department on first, “oor 
of live department store, Dallas, Te as, 
capable doing seventy-five thousand annu.|'v 
Present lease expires September _ first. \d- 
dress 1-636, care Boot and Shoe Recorder. 80 











Federal St., Boston, Mass. 
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FOR SALE 


FOR SALE 
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~ WANTED TO PURCHASE 

















36 West 33rd St. 


USED DISPLAYS! 
For Summer Windows 


We have a quantity of window displays on hand, created by us, 
used for few weeks only; by Wise Shoes, Inc., and Golden Rule 
Shoe Co., leaders in display work. 
age in space we can sell them to reliable concerns, cash. 
Price below our cost, condition very good. 
travel, futuristic, fall, winter displays, etc. 
seriously interested should call or write to 


FERRYMAN ART STUDIO 


LIKE NEW! 


On account of short- 


Could be used for 
Only those 


New York City, N. Y. 











OR SALE—Will sell at bargain one United 

Shoe Machinery Splitting Machine Model 
“A”--One Sticker Machine and one Drying 
Rack. Address: H. N. Cook Belting Company, 
San Francisco, Cal. 

HOE business for sale in Northwestern Penn- 
sylvania. Established twenty-five _ years. 
Stock $4000 to $5000. Rent $51.50. Popula- 
tion 2800. Owner had other business. Address 
D-624, care Boot and Shoe Recorder, 80 Federal 
St., Boston, Mass. 











POSITION WANTED 


WANTED: Position as buyer or stock mana- 
ger in wholesale boot and shoe house, or 
would accept position as buyer for chain store 
organization, or manager of manufacturer’s in- 
stock department. Have been with prominent 
wholesale houses. Now out of business. Can 
furnish A-1 references. Address D-633, care 
of Boot and Shoe Recorder, 80 Federal St., 
Boston, Mass. 


HAIN STORE EXECUTIVE: Knows how 
to profitably merchandise and have stock 
control. Capable of directing sales and pro- 
duce volume. Buying ability to the best ad- 
vantage combining Style, Price and Quality. 
About to sever connection with large and 
most successful chain store organization. Ad- 
dress D-640, care Boot and Shoe Recorder, 80 
Federal St., Boston, Mass. 











OSITION WANTED: Age 32 years, thir- 
teen years selling shoes at retail. Eight 
years as buyer, two years as shoe department 
manager, four years as shoe store Manager. 
Good advertiser, window trimmer and_ card 
writer. Can accept position Sept. Ist. Refer- 
ences furnished. Address D-641, care Boot 
= Shoe Recorder, 80 Federal St., Boston, 
Mass. 








FOR RENT 


O RENT—Women’s and Children’s Shoe 
Department in popular priced Dry Goods 
and Apparel store. Remodeling our entire 
building. Feinson & Sons, Danbury, Connecti- 
cut. 








R RENT. 
cent location, rent reasonable. 
M. R. Mirbach, Shamokin, Penna. 


One hundred per 
Apply to 


Store Room. 





ESTABLISHED family shoe store. Centrally 
located. Five living rooms. Heat supplied. 
Rent very reasonable. Price is right. Write 
Hy - Werbner, 192 S. Broad St., Trenton, 





MERCHANTS’ NEEDS 








Advertising Air Balloons 
Size No. 50—8%" Inflated 
$4.00 per gross Quantities 5 gros 

Send us your or more 

end your Ad Assorted Oclore 


W. E. FOLLIS ARLERTISING 
158 No. State St., Chicage, Ill. 














MERCHANTS’ NEEDS 





Tut OSCAR ONKEN Co. 


Display Fixtures of Quality 
| IN WOOD ONLY, BUT IN MANY PERIODS 








1S” HIGH 
24° DEEP 





3 Geod Patterns of Fitting Stools 
14 Limes of Window Display Fixtures 


THe Oscar ONKEN Co. 


611 West 4th Street 








One of the. Two Best Lines Made 


CINCINNATI, O. 











A SPECIAL FIXTURES MADE FOR ADVERTISING PURPOSES A 





Milbradt 
Ladders 


Made for 40 years 
by the original in- 
ventors, 


Made in all styles 
to suit any shelving 
conditions. 


Get our price before 
placing your order 


Milbradt 
Manufacturing Co. 
2416 No. 10th Street 
ST. LOUIS, MO. 

















To Be Sure Tuat You Recetve 
THE VERY HIGHEST PRICES 


for your retail odds and ends, entire or 

surplus stocks, ask us for our bid (estab- 

lished 40 years). Cash transactions. 

New York Export Purcnasine Corp. 
596 Broadway, N. Y. City 



























































HIGHEST CASH PRICES 3 
PAID 


for shoe stocks, slow sellers, etc. Short term 
leases taken over. Transactions confidential. 
Est. 1890. 

MAX GLAUBERG 
b 54 Lispenard St., New York City 
: Canal 8014 




















MERCHANTS’ NEEDS 





MAKERS OF THE BEST Oniy 


RANKEL 


QETWNMaLe ae QETWNMaLe ae CoO. : 


OF EVERY 
DESCRIPTION 
J g Send ot Seige H 
46 J 


493 ‘SEVENTH AVE- NEW YORK 


LABELS 
SHOE CARTONS 


EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 


¥ap-27) LEXINCTON AVE. BRODEAYM. atv 
AMERICAS GREATEST 
SHOE CARTON @& LABEL MrGS 


WOVEN 


SHOE 
FN =) a 


The DISTINCTIVE arid 
PERMANENT MARK 


F.H.KLUGE 
WEAVING CO. 


>$ SO WwW 34" 3%, ae. 
WISCONSIN 6130 









Phone 
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You Can Make Money 


MERCHANT NEEDS 











a 
The CAHILL CARTON 


THE CARTON THAT OPENS IN 
THE FRONT 
BEAUTIFUL COLORS 
ANY SIZE 
SHIPPED KNOCKED DOWN 


Write for Samples and Details 











S MODERNIZE STORE OO 
To provide adequate stor- 
age facilities for shelf stock 
—to make it accessible and 
convenient for clerks and 
stock men to handle with 
absolute safety —to insure 
quick service for wholesale 
or retail trade—install one 
or more MYERS NOISE- 
LESS CUSHION TIRE 
STORE LADDERS. 
—e tread steps, full length 
hand grips, rubber tires, 
overhead track system, firm 
construction throughout, 
eliminate vibration and 
noise and produce a ladder of 
ample strength for safety, 

















convenience and efficiency. 
One style only—neat of de- 
sign—attractively finished— 
any height—easily installed 
—meets most requirements. 
Circular on request. 


mt FEMVYERS & BRO.coy 


ASHLAND, OHIO. 
TOOLS 


- DOOR HANGERS, 








WINDOW 
DISPLAY Fl XTURES 


SEGALLE SONS 


923 ARCH ST. 

















| When Trade’s Dull 
| He Phones Customers | 


DETROIT.—Salesman Guy Billings 


| of the Nettleton Shop here is one of 


those alert managers who grasps 


| every opportunity to make each day’s 
| sales a little better than a year ago. 
| When he finds his day’s total falling 


behind. Mr. Billings checks through 
his active accounts and calls by tele- 
phone those who have not been in 


| to the store for some time, remind- 
| .ng them that he knows just what 
| style and size they wear and will 
| gladly send over a few of the new 
| models for their selection. 





PROVERBS OF OPPORTUNITY 
EXCERPTS 


(Copyrighted June 12, 1922, by W. M. 
Sloan, of The McElroy Shoe Co.) 


“Man’s extremity is God’s op- 
portunity.” But God can do noth- 
ing for the fellow who doesn’t try. 

The optimist. sees opportunity 
afar off, while the pessimist is 
lost in the fog. 

If you work like a tiger and 
stick to the truth, opportunity 
will always have her eye on you. 

Opportunity doesn’t spend her 
time with tricksters; she is look- 
ing for an honest partner. 

“Luck is blind,” but opportunity 
keeps both eyes on the fellow who 
is working with all his might. 

Opportunity seldom goes to 
~—- on the door mat. 

If you hold what you get, you 
will soon get more than you now 
hold. 

Opportunity is grasped while 
looking forward. No progress is 
made when looking backward. 

The past has passed; the future 
has not arrived; the present is op- 
portunity. 

If you wish with one hand and 
work with the other, you will soon 
know which hand opportunity will 
grasp. 

Your opportunity is not in the 
air nor in the earth nor in the 
sea; it is in you. 

One man fails while another 
wins, That is not opporfunity’s 
fault. 

There is gold buried in your 
samples, but it takes the daily 
grind to coin it. 











Keep Winding It Up 

The everyday cares and duties 
which men call drudgery, are the 
weights and counterpoises of the 
clock of time; giving its pendulum 
a true vibration and its hands a reg- 
ular motion; and when they cease 
to hang upon the wheels, the pendu- 
lum no longer swings, the hands no 
longer move, the clock stands still. 
From Nettleton Table Talk. 





and Help Mankind 


Utica, N. Y.—James V. Branigan, 
retail shoe salesman at Beacom’s 
Walk-Over Boot Shop, believes that 
“Fit Comes Foremost.” He also 


; writes: “Too many people in business 


look at only the money end of it, 
While we will all admit that money 
is conducive to the success of any 
organization, let us not lose sight of 
the fact that it is not the only thing 
that counts. To sell shoes and make 
money on any line, you must clean to 
a pair. How many times have cer- 
tain shoes sold with little or no 
effort? The salesman may think 
that his employer has made money 
on this lot, but back in the rear of 
the store five or six pairs of shoes 
are hidden. Therein lies the profit 
on the entire lot. Working on odds 
and ends is something well worth 
remembering. Be observing and 
cooperate with your employer. Im- 
part to him your knowledge of 
things as you see them on the floor 
every day. There is no man who 
knows better than the one on the 
fioor the every need of the customer. 
Cooperate with your fellow em- 
ployees, for a smoothly running or- 
ganization is the surest means of 
success. I have been with Beacom’s 
Walk-Over Boot Shop for some years 
and to prove conclusively that I 
firmly believe that fit foremost, and 
style to come along, has meant more 
real success to me than anything 
else, I will cite a little incident that 
occurred May 2, 1928. I was fitting 
a customer to a pair of shoes when 
a man, Mr. John Doe, for instance, 
entered. I knew the man and called 
him by name. ‘Send me up a pair 
of low tan shoes,’ he said; ‘Dr. So- 
and-So of Prospect, N. Y.’ ‘I'l! be 
glad to,’ I said. By our file system, 
of course, I could easily obtain the 
size if I did not know it. This was 
quick work, but I had fitted him cor- 
rectly many times in the past. The 
retail salesman should train his 
memory and keep up sizes on staples. 
He should have a knowledge of shoe 
styles, of window and interior trims. 
Courteous treatment, quality mer- 
chandise, plus ‘Fit Foremost,’ is 
bound to put the real hard cash into 
the drawer.” 


Health Note 
For Health’s Sake. To avoid that 
all run down feeling—“Cross Crossings 


Cautiously.” 
—In Walk-over Factory Prints. 
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THE CRAWFORD SHANK 


@ SHANK 


SPLIT RIVET 


' 
haaine aay ELONGATED SLO? 
PERMITS Sgyoine 














com- 

of rigidity and flexibility. It is a resilient steel brace 
) the shoe. A truss, tiveted to the under side of the 
it in its original curved shape. One end of the 
slotted and fitted around a split rivet, so that i will 
k-and | forth, as afte wSiebe of the i is mesh and 


United 
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The Boot and Shoe Recorder 








Serves in 


Getting More Shoes Right; not only “more” but “right”; sold 

for the right purpose, to the right wearer, in the right fitting, for the 

right price, at the right profit. This is the great problem of the retail 

shoe merchants. The chief purpose of THe Boot anv SHoE REcoRDER 

is to help solve it; for this is the basic problem upon which depends 

the progress of the entire allied industries relating to shoes and leather, 
their production and distribution 


In this Issue— 


NEW JOBS AND WAGES 
Firty HouRS AND FIFTEEN DOLLARS. 
THE VOICE OF THE RECORDER 


TRACING TRADE TO ITS SOURCE 


WISCONSIN TO REMAIN INDEPENDENT 


Wuy I SWITCHED TO MEN’sS 
THE MEN’S CAMPAIGN STARTS Now. 


Six TIMES SEVEN OR SEVEN TIMES 
EIGHT ... 


SHOE MERCHANT NEWS 
SHOE MARKET NEWS 


OTHER REGULAR FEATURES. 


Occupations Influence Footwear. 27 
Inexpensive Exterior Display.... 28 
Opinions of the Editor 


Research Develops Interesting 


Northwest Association Gathers.. 33 


By A. J. Hamilton 


Comments from the Industry ... 


By Ernest A. Burrill 


About Retailers 





GETTING MORE 
SHOES SOLD RIGHT 
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SUBSORIPTION RATES 


The ee price of the Boor anp SHow ReEcorDER is $3.09 for one year, which includes 
e United States, its possessions, Canada, Mexico, Spain and its colonies and South 
America (excepting Venezuela and the Guianas, which is $6.00). 
FOREIGN SUBSCRIPTION—The price to all foreign countries except the above is $6.00 per 
year including postage. 
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A request for gan of address must reach us at least thirty days before the date of tissue 
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A buying guide to 


BOOTS AND SHOES 


Alden, C. H. ‘Co., Abington, Mass 


Beacon Falls Rubber Shoe Co., 
Falls, Conn. 


Best-Ever Slipper Co., Inc., Brooklyn, N. \ 
Blog Shoe Co., New York City 
Brooks Shoe Mfg. Co., Philadelphia, Pa 


Capezio, New York City 

Central Shoe Co., St. Louis, Mo 

Clapp, Edwin, & Son, Inc., E. Weymout 
Mass. 


Cohen, Samuel, Shoe Co., 


Commonwealth Shoe & Leather Co., Wh 
man, Mass. 


Conrad Shoe Co., Brockton, Mass...... 
Copeland & Ryder Co., Jefferson, Wis. . 


Davies Shoe Mfg. Co., Racine, Wis... 
Duane Shoe Co., New York City 


Edwards, J., & Co., Philadelphia, Pa.4th Cov 
Elam, F. S., Shoe Co., Rochester, N. Y 
Emerson Shoe Mfg. Co., Rockland, Mas 
Evans, L. B., Sons Co., Wakefield, Mass 


Fashion Shoe Co., St. Louis, Mo 


Freeman Shoe Mfg. Co., Beloit, 
Greeley, A. W., Co., Haverhill, Mass 


Haseltine, Ernest D., 
Mass. 


Holland Shoe Co., Holland, Mich.... 


Independent Shoe Manufacturers, St. 


Johansen Bros. Shoe Co., St. Louis, M« 
Lancaster Shoe Co., Elizabethtown, Pa 


Menihan Co., Rochester, 
Merriam, H. W., Shoe Co., Newton, N 
Moran-Herman-McManus, Inc., Auburn, Me. 7 


Morris Bros. Shoe Co., Quincy, Ill.. 
Nettleton, A. E., Syracuse, N. Y.. 


Packard, M. A., Co., Brockton, Mass 


Paristyle Footwear Mfg. Co., Inc., | 
lyn, N 


Reynolds, Bion F., Brockton, Mass... 
Richards & Brennan Co., Randolph, M 
Roth & Rosenberg Shoe Co., Phila., P: 





Kepner 


Lawrer 


Levor, 


Pfister 
Wis. 


Standa: 


West 1 


York 


FINDIN 
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1, 1928 


this Issue 


Our Advertisers in 


Schwartz & Herder, Inc., Philadelphia, Pa. 72 
Selby Shoe Co., Portsmouth, Ohio.Front Cover 
Shaft-Pierce Shoe Co., Faribault, Minn.... 00 
Shoes Mark the Man 

Smith, Wm. Sumner, Chicago, II] 

Stacy-Adams Co., Brockton, Mass 

Swan Shoe Co., Baltimore, Md 

Sweet, Alfred J., Co., Auburn, Me 


Truiit Bros., Inc., Binghamton, N. Y 

United States Shoe Co., Cincinnati, O...4-5, 15 
Walton, A. G., Co., Boston 

Willits Shoe Co., Halifax, Pa 


Wolff-Tober Shoe Co., St. Louis, Mo 


Xenia Shoe Mfg. Co., Cincinnati, Ohio.... 26 


LEATHER AND OTHER MATERIALS 


Amalgamated Leather Co., Phila., Pa 


Armstrong Cork Co., Lancaster, Pa 


Barnet, J. S., & Sons, Boston, Mass....... 10 
Beggs & Cobb Co., Boston, Mass 


Creese & Cook Co., Boston 


Dimond Shoe Co., Boston, Mass....2nd Cover 


Goodyear Tire & Rubber Co., Akron, Ohio.. 23 


. 


Hub Gore Makers, Chelsea, Mass.......... 24 


Hunt-Rankin Co., Boston, Mass 


Kepner, C. D., Co., Boston 


Lawrence, A. C., Leather Co., Boston... .49-50 
Levor, G., & Co., New York City 


Standard Kid Co., Boston 
West Virginia Pulp & Paper Co., New 


York City 73 


FINDINGS AND SHOE STORE SUPPLIES 


American Seating Co., Chicago, II] 


Cahill Carton Co., Harrisburg, Pa 





77 


Goodwin, C. L., & Co., Inc., Worcester, 
60 


Milbradt Mfg. Co., St. Louis, Mo 


Miller, O. A., Treeing Mach. Co., Brock- 
Dl GE thicotecncteces oeudvensin see 51 


Myers, F. E., & Bro. Co., Ashland, Ohio. . 
Onken, Oscar, Co., Cincinnati, Ohio... 


Scholl Mfg. Co., Chicago, Ill 
Segall & Co., Philadelphia, Pa 


SHOE ORNAMENTS 


Cracovaner, New York City 


Reynolds Co., The, Providence, R. I 


Veith, A. & H., Inc., New York City 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 

Beckwith Mfg. Co., Boston 

Fenkart & Sons, Inc., Union City, N. J... 72 

Kluge, E. H., Weaving Co., New York City 77 


Tubular Rivet & Stud Co., Boston, Mass... 61 


United Shoe Machinery Corp., Boston, 
MENG Gbnenssuseaentsaound 20, 79, 3rd Cover 


MISCELLANEOUS 
Glauberg, Max, New York City 


Hotel McAlpin, New York City 
Meyer, Frank C., Co., Inc., Brooklyn, N. Y. 77 


New York Export Purchasing Corporation, 
New York City 77 





Next Week 


you will find 


in the 


Boot and Shoe 
Recorder 


HOULD employees invest in the 

business? When one chain store 
organization finds 
fourteen times turnover of managers 
in the business year, there is some- 
thing wrong with indirect manage- 
ment. In this issue T. A. VanDegrift 
leads the discussion, “Is it a good 
policy to allow employees to have 
small investments in the business?” 
—a subject pertinent to chain, 
branch and independent shoe store 
progress. 


examples of a 


fA gore the “chicken trade” goes 

elsewhere, what can be done to 
out-smart the other fellow and make 
the flapper pay $6.50? How one 
store discovered that in a radius of 
thirty miles there was a minimum of 
15,000 college girls, and that most 
of them wanted stylish shoes and 
their allowance would only permit of 
a $6.50 investment. 
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: 


Good Shoes are made BETTER with 
INVISIBLE MIDDLESOLE 


NVISIBLE MIDDLESOLE is a bottom 
filler that adds the wear of a middle sole to 
the shoe. 


—o 


INVISIBLE MIDDLESOLE provides a one-eighth 
inch rubber sole between the two leather soles. 







Cadel 


INVISIBLE MIDDLESOLE prevents cold or damp- 
ness from coming through to the foot. 






shee 


INVISIBLE MIDDLESOLE assures wonderful flex- 
ibility and does away with squeaks. 







7 


INVISIBLE MIDDLESOLE adds to health and com- 
fort by providing a flat, damp-proof insole. 









E> ae 


shee 


INVISIBLE MIDDLESOLE will not crawl or bunch 
and so eliminates cause of frequent customer com- | 
plaints due to uneven wear on insole and outsole. 








—e 


INVISIBLE MIDDLESOLE will help you sell more 
shoes and keep more satisfied customers. 






put Invisible Middlesole (Bottom Filler) in your shoes 
—send for descriptive folder and coupon book today 





MR. SHOE BUYER: Ask your shoe manufacturer to 


BECKWITH MANUFACTURING COMPANY 


STATLER BUILDING Manufacturers of Uulco Products BOSTON, MASS. 
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